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Mr. James L. Wolcott 
PATHE LABORATORIES, INC. 
105 East 106th St. 

New York 29, N. Y. 


** ..results were of a 


uniformly high quality.” 
Dear Mr. Walcott: 


Now that the John Lund - Dorothy Malone 2 


**...cost considerably 
below my pre-production 
estimates.” 


quently more expensive than black and white, my camera- 
man, Floyd Crosby, was able to shoot with your new pr¢ 
ess at a speed a to the rere sh fi 


“*...the effect was 
) — x breathtaking.” 





pe er on the picture to the beat 
definitely intend to use it on all wy future por films. 
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CALL OR WRITE: 


Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. - HOllywood 9-3961 + NEW YORK 105 East 106th Street + TRafalgar 6-1120 


GREAT MOTION PICTURES ARE PROCESSED BY G bylhi 


Dilhé Laboratories, Inc., is a subsidiary ofp CHESAPEAKE INDUSTRIES, INC. 
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TO SALES PROMOTION EXECUTIVES 


SUBJECT: YOUR NEXT FILM 


Results from carefully planned sales promotion 
films are better than ever. 


Westinghouse—Chrysler—Clinton Foods—AT&T~— 
NEMA—Curtis Publishing—Socony Vacuum— 
Towmotor—have recently scored with Caravel- 


produced films aimed at their markets. 


Caravel's information and ideas are freely 


at the disposal of sales promotion executives 


interested in film production.* 





CARAVEL FILMS, INC. 


730 Fifth Ave., New York 19, N. Y. 
Telephone: Circle 7-6110 











*Manufacturers who sell through jobbers may 
be especially interested in our Wholesale 
Gains Plan. Write or telephone for it today. 








TROUBLE COMMU, 


IF SO—OUR CREATIVE AND PRODUCTION “CONTRIBUTE 
UNIQUE AND VALUABLE SERVICES TO INSURE \OST EFFECTIVE 
METHOD OF COMMUNICATING IDEAS TO AUDIENCES THROUGH THE 
PROPER UTILIZATION OF BETTER MOTION PICTURES. 


PRODUCTIONS, INC. 


201 NO. OCCIDENTAL BLVD. LOS ANGELES 26. CALIFORNIA 
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Bell & Howell’s JAN—for service to 2 
industry beyond the call of duty 3 


Military service was the proving ground for Bell & Howell’s commercial JAN (joint Army- 





HONORARY ACADEMY AWARD 1954 
To Bell & Howell for 47 Years 
of Pioneering Contributions 
to the Motion Picture Industry 


Navy approved). This projector, engineered to “take it” for years on end, is powerful 
enough to show movies in large auditoriums or areas that can be only semi-darkened. 
For business or institutional use, no other 16mm portable projector can duplicate the 
Bell & Howell JAN’s ease of operation, ruggedness and simplicity of maintenance. 








i ic 1. , > 
JAN PROJECTS twice as many unitsof SAPPHIRE JEWELS bonded to film- 
light as a standard projector with 1,000- handling parts greatly increase life of & owe 
watt, 25-hour lamp. Unit construction for | equipment. Ask your Bell & Howell Spe- 

7108 McCORMICK ROAD * CHICAGO 45, ILLINOIS 


easy parts replacement. Auxiliaryspeakers cial Representative to demonstrate JAN Nag net a letra 2 tn 
available to supplement built-in unit. superiority. Write for his name today. TORONTO, ONTARIO, CANADA 
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16mm. PROJECTORS 





COMPARE 


DEVRYLITE 
with any other make 





Regardless of what basis you use for 
comparing the DeVrylite projector with 
other makes, you will come to the con- 
clusion that the DeVrylite is your best 
buy. Compare the construction features. 
DeVrylite gives you simplicity of design, 
compactness, ease of operation, light- 
weight portability and trouble-free serv- 
ice life. Compare the projection qualities. 
The DeVrylite is unexcelled for brilliance, 
clarity, steadiness of image, natural rich 
tonal quality and high fidelity of sound. 
Don't take our word for it—make the 
comparison yourself. 


FREE FOLDER AVAILABLE 


Write for the free folder today and compare 
the specifications. Then you will be convinced, 
as thousands of others have, that DeVrylite is 
the finest in 16 mm motion picture projectors. 
And for an on-the-spot demonstration—call 
your nearest DeVrylite dealer . . 
the coupon below. Write Dept. C. 


. or check 


Technical Service, Inc. 

30865 Five Mile Road 

Livonia, M 

(_] Send me the free folder on the DeVrylite projector 


(_] Without obligation, | would like to see the 
DeVrylite demonstrated 


NAME_ 

AFFILIATION 

ADDRESS 

CITY STATE 


Mm Technical 
4\ Service 


Incorporated 


30865 Five Mile Road 
LIVONIA, MICHIGAN, U.S. A. 
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EMPIRE PHUTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 


AO Ee: 
BACKED BY A VA/7IONAL 


ORGANIZATION 








From script 
| to screen 


MASTER VIDEO SYSTEMS 


% CLOSED CIRCUIT TV 


Planning, Production 


%& FILM PRODUCTION 


TV Program Films « Travel Promotion 
Product Promotion « Sales Training 
Public Relations Projects 


% SLIDE FILM PRODUCTION 
% INDUSTRIAL REPORTING ... inexpen- 


sive reports made on film — facts, no frills or 
other “gimmicks”, for use of management in 
evaluating operations, new projects, present- 
ing new products, for use in Board, Planning, 
and Annual Stockholders’ meetings. 


P duced Films For « 


rie SM Vig oe oe 


Curtis-Wright Propeller Div 
Otis Elevator Company + 


and others 


Film Production Division 


MASTER VIDEO SYSTEMS, INC. 
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color-correct”* 
prints.... 


You'll also Quality conscious? Byron color-correct* prints are 
have Production harmony 
every time you schedule what you want. Get duplicate prints processed 


these Byron 16mm facilities: with exacting fidelity — color prints in balance that 
script 


art retain all their natural beauty with full depth and 
titling 
animation clarity. Color-correct* is a Byron exclusive, the result 
editing , . 
sound effects of many years of engineering research and development 
recording 
location photography 
music library 
sound stage 
complete black-and-white 
laboratory facilities 


precision magnetic striping Time important? Try our 8-hour service. 


by a pioneer laboratory — staffed by master craftsmen 
— working with the finest equipment at top level 


efficiency. Choose the leader in the 16mm color field. 





by ron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 
*Reg. U.S. Patent Office 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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Complete, for 2” x 2” slides, single 
and double frame filmstrip, with 
case Only $103.50 








No need 
to darken the room 


WITH AN 


AMERICAN OPTICAL 
EDUCATOR SOO 


At last, a filmstrip and slide projector so bright you seldom even 
have to darken the room. So bright, that even some 750 watt pro- 
jectors can’t match it. Audiences see better, understand quicker 
with the super-bright Educator 500. And it’s so easy to operate. 

Long proven and accepted as the finest, simplest classroom and 
auditorium projector in the 500-watt class, now the addition of 
46.8% more light, by means of a new, exclusive condensing sys- 
tem, makes an AO Educator 500 your brightest buy. 


Gives You A Brighter, Clearer Picture 


More and whiter light from edge to edge. 
American Optical lenses, the world’s finest, 
are coated and corrected, perfectly aligned. 
Your choice of 344", 5” or 7 focal length 
projection lenses. 


It's Very Simple 


Easy to center, focus picture and operate. 
Special pressure plates prevent film from 
scratching, warping. Triple-action blower 
keeps film and lamp house cool. Experience 
proves an AO Educator 500 is your wisest, 
thriftiest buy in the long run. 













AO 
Opaque 
Projector 


1000 watts with large 
10” x 10” aperture. ft 
projects practically any- 
thing that’s opaque, 
and not more than 344" 
thick. 


Arietta 


ptical & 


+ T.M. Reg. by American Optica! Co. CHELSEA, MASSACHUSETTS 














Sight & Sound 


NEWS OF PEOPLE AND PICTURES 


Bell & Howell Names Execs 

* Arthur H. Bolt has been named 
assistant to the vice-president of 
western operations and moves to the 
Hollywood office of Bell & Howell. 
George L. Oakley, former manager 
of professional and industrial sales, 
has been appointed manager of the 
company’s professional equipment 


division. 
co * ot 


Maj. Gen. O’Connell Sworn in 
as Army’s Signal Chief 
® Major General J. D. O'Connell 
was sworn in as the army's chief 
signal officer on May 1, succeeding 
Major General George I. Back, who 
retired. O'Connell has served as 
deputy chief for the last three years. 
O'Connell is a former deputy 
president of the signal corps board 
and director of the signal corps 
engineering laboratories at Fort 
Monmouth, N.J. He served in the 
office of the chief signal officer dur- 
ing World War II and with the 12th 
army group overseas. Army motion 
picture activites, including the 
Photographic Center in Long Island 


City and other units, are in the 
Signal Corps. 
ap * me 


Fenner Headley to Supervise 
duPont New York Film Sales 
* Fenner G. Headley has been 
named motion picture sales super- 
visor of the New York district of 
E. I. duPont de Nemours & Co. He 
Norman F. Oakley, a 
veteran of nearly 40 years service 
with the who becomes 
special adviser on motion picture 
sales problems in the district. 
Headley joined the duPont Com- 
pany as a chemist in 1936 and later 
served as an x-ray technical repre- 
sentative in the Cleveland and Los 
Angeles district for 10 years. Fol- 
lowing this, he headed the photo 
products sales office in Atlanta. Re- 
cently he has 


succeeds 


company, 


been motion picture 
finishing supervisor for the com- 
pany’s photo 
Parlin, N.J. 
Oakley has 
duPont since 


products plant at 
been associated with 
the company’s entry 
into the photo field. He joined the 
company in 1916 and instru- 
mental in the design and operation 
of duPont’s first experimental and 
commercial film 
plants. 


was 


manufacturing 


at * * 
Name Feldman Radiant V. P. 
* Herschel Y. Feldman has been 
named vice-president in charge of 
sales at Radiant Manufacturing Cor- 
poration, the Chicago screen- 
making firm announced recently. 





Good promotion for a new film is 
this “Velvet Cushion” exhibit now 
being used by members of the Sav- 
ings Bank Association, New York 
(story below). 


“Velvet Cushion” Tours Banks 
in Statewide Film Promotion 
The Velvet Cushion is the in- 
triguing title of the latest addition 
to the motion picture library of the 
Savings Banks Association of the 
State of New York. 

As special promotion, the cushion 
itself — the “leading character” 
about which the film story revolves 

is displayed on bank floors. 
When a depositor’s curiosity is 
aroused and he asks a bank em- 
ployee what the display means, he 
is given a folder which describes 
the motion picture in detail and 
lists the other free films available 
through the organization’s 
wide program. 

Enclosed in the folder is a return 
post card making it easy to order 
the films for showings to churches, 
civic groups and other community 
audiences. 


state- 


* * * 
McAlister Expands Warehousing 
* Prompted by increased demand 
for motion picture and television 
equipment, J. G. McAlister has ex- 
panded their warehouse facilities, 
leasing an additional 10,000 square 
feet of floor space at 5418-20 Sierra 
Vista Ave., Hollywood. 

The firm will continue to manu- 
facture at its McAdden address the 
complete line of McAlister studio 
equipment, including the original 
Dual Steering, All-Angle Camera 
Dolly, recently acquired from 
Stevens Rentals of Los Angeles. 

* * * 

Universal Recorders’ Sales Up 

* Income of the Employee’s Profit 
Sharing Plan of Universal Record- 
ers, Inc., Hollywood, for the first 
quarter of 1955 was up 150% over 
the similar period last year, Arthur 
B. Hogan, president, announced re- 
cently. The increase was attributed 
to a generally higher level of sales 
in all divisions of the company, 
especially film recording. Sales are 
running about 15% over last year. 
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Mirect line to decision 


Facts ... so vital to management in making wise 
decisions, are often buried in voluminous documents, 
records and reports. To translate this extensive data into’ 
dynamic facts, International Business Machines 
Corporation is now making Electronic Data Processing 
Machines available to business. The intricate functions, 
wide applications and amazing accomplishments 

of these machines are explained in a new film “Direct 
Line to Decision” produced for IBM ... 

demonstrating that motion pictures, too, can gather 

a multitudinous amount of information 


and present it in a clear, understandable, forceful way. 


“Kp haul de Visoy. 


HOLLYWOOD * NEW YORK * CHICAGO ® DETROIT 










SHOW MOTION PICTURES 
THIS NEW TABLE-TOP WAY | 
with New CRAIG Projecto-Editor 






LIST 
PRICE 


$7 950 


HE most interesting—the 

most effective talks—are a 
skillful combination of both oral 
and visual methods. And the best 
way to present a technical or sales 
story to a key prospect is to show 
selected motion pictures right on 
his desk — with a Craig Projecto- 
Editor. 

Compact and lightweight, your 
salesmen can set up the Craig 
Projecto-Editor in less than 60 
seconds. No need to make com- 
plicated arrangements. With a 
Craig Projecto-Editor you can 
present your story to the right 
person when it is convenient for 
him. And you get all his attention. 

You don’t even have to darken 
his office. Movies show bright and 
clear on built-in 3%4"x4%%4" ground 
glass screen. You can stop the film 
to examine certain scenes frame 
by frame without harm to film. 
You can rerun scenes repeatedly 
to emphasize a strong selling point, 
without waiting until you get to 
the end of the reel. 

A Craig Projecto-Editor is ideal 
for analyzing time and motion 
study, job training and other films 
in your plant. 


WRITE FOR ILLUSTRATED CATALOG NO. BS-5. ADDRESS CRAIG, INC. 
DIVISION OF THE KALART COMPANY, INC. - PLAINVILLE, CONN. 


sales films 

in prospect's 

offices — for 
studying 


2 Elan ee 


EASY TO CARRY 
Complete unit folds into Carrying Case 
no larger than table model radio. Weighs 
only 1014 pounds. UL approved. 
Models for 8mm or 16mm (400’ reel ca- 
pacity) complete with Carrying Case — 
$79.50. 





Craig Studio Model for reels to 2000’ 
capacity. Price complete, as shown, 
$79.50. Viewer only, $49.50. 


PROMNCTO FONTOR 


KALARKT 


PLAINVILLE, CONNECTICUT 





Ideal for showing 








CASE HISTORIES OF FOUR CURRENT SPONSORED FILMS 





Delta-C&S Film Shows 
“The Great New South” 


Sponsor: Delta - C&S Air Lines. 
Title: The Great New South, 28 
min, color, produced by Lawrence 

Crolius of Master Video Systems, 

Inc. 

* The resurgence of the South is a 
story that is being told in many 
ways. Statistically, the South’s year- 
ly industrial and agricultural ad- 
vances are impressive proof that 
prosperity will not be a shot in the 
pan but a well-grounded start on a 
bright future. 

One of the best over-views of the 
south as it looks today is found in 
Delta - C&S’s The Great New South, 
a fast-moving trip which covers old 
and new industries from Florida to 
Texas. It shows the forest-product 
industries, pulp and paper plants, oil 
refineries, steel mills, vast hydro- 
electric systems, power farming and 
new style cattle raising where range 
ponies ride to work. 

The film tours ultra modern cot- 
ton mills, synthetic fibre plants, 
watches the new alchemy of chemi- 
cals, aluminum production, airplane 
manufacture and the great tourist 
mecca that climate has built. 

Delta - C&S films are available on 
free loan from the company’s office 
at Municipal Airport, Atlanta, Ga., 
or from any of the air line’s local 
offices. La 


* ae * 


Ford Pictures Rebirth 
of Typical Small Town 


Sponsor: Ford Motor Company. 
Title: The Town That Came Back, 

28 min., color, produced by MPO 

Productions, Inc. 

* People in this little Missouri town 
always thought they had a nice 
community. Everybody was content 
to just let life go on in its normal 
tenor, as life had always gone on in 
little towns on the prairie. 

Things were so peaceful that most 
of the people never saw what was 
happening. Actually, the town was 
dying. Young people were taking 
off for the city and local business 
was stagnating. 

The Town That Came Back is the 
story of how a few thoughtful citi- 
zens got together to breathe new 
life into the town. Working on a 
practical level, the group revitalized 
a dying 4-H club, and through this 
activity, the town discovers a way 
to pull itself out of its lethargic past 
into a progressive and prosperous 
future. 

The picture is a wonderful study 
in authentic documentary film- 





making. No professionals were used. 
and the voices are all those of 
people who took active parts in 
bringing the Town back to life. 
Some were recorded live — on the 
spot — and a few were brought to 
New York for recording voice-over 
sequences. a 


* a +e 


Role of Industrial Research 
Shown in N.A.M. Film 


Sponsor: National Association of 
Manufacturers. 

Title: /ndustrial Research—Key to 
Jobs and Progress, 14 min, b/w, 
produced by Arthur Lodge Pro- 
ductions. 

* Recent reports indicate that Rus- 
sia is training five scientists and 
engineers for every two similarly 
trained in the United States. Last 
year, there were 60,000 more engi- 
neering jobs open in American in- 
dustry than there were engineers to 
fill them. 

Among other national organiza- 
tions interested in the problem, the 
NAM has been making efforts to 
create greater public understanding 
of the significance of continuing 
scientific and industrial research, 
thus helping to alleviate the shortage 
of technical personnel. 

Along with booklets on the sub- 
ject and speeches by staff and com- 
mittee members, the NAM has pre- 
pared a new film which describes 
some variety of research develop- 
ments and the contribution of re- 
search in creating increasing em- 
ployment and providing a dynamic 
economy. 

The new film has been re-edited 
largely from NAM’s television news- 
reel series, Industry on Parade. It 
may be borrowed by clubs, schools 
and industry for $1.50 handling 
charge, or may be purchased for 
$35 from the Film Bureau, NAM, 
2 East 48th St., New York 17. & 


* * .- 


The Philadelphia Market 
Sponsor: Television Station 


WPTZ, Philadelphia. 


Title : Miracle on the Delaware, 16 
min., color, produced by the 
WPTZ Film Department. 

* This new picture, an institutional 
sales pitch for big WPTZ, Phila- 
delphia’s leading television station, 
is also a documentary plugging the 
physical location and advantages of 
the greater Philadelphia area. 

It is currently playing in theatres 
in the Philadelphia area and will be 
distributed to interested audiences 
throughout the country. It is avail- 
able from WPTZ, Architects Bldg., 
Philadelphia 3. i 


BUSINESS SCREEN MAGAZINE 











eeoeeeeeeeee#e#e#85eeee#efe#e#fe#e#e#e#e#e#e#ee#e#ee#ee#enfee#ekese#eses#se @ 


CONSOLIDATED FILM INDUSTRIES 


959 Seward Street, Hollywood 38, California * HOllywood 9-1441 
1740 Broadway, New York 19, New York + JUdson 6-1700 
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QUALITY 


IS OUR BUSINESS 


for color it's 


MOVIELAB FILM LABORATORIES. INC. 


619 West 54th Street, New York 19, N. Y. 


10 


ROUND The CLOCK SERVICES 
Negative Developing fF 


For COMPLETE 
FILM. PROCESSING 


our 25th 
ANNIVERSARY 


Ultra Violet and 
Flash Patch Printing 


16 mm and 35mm 
Release Printing 


Title Department 


45 Cutting and 
Editing Rooms 





JUdsor: 6-0340 


| 
| 
| 
| 
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SAFETY FILMS 


SAFETY EDUCATION PROGRAMS 
U.S. Rubber Company Pitches 
into Traffic Battle with Film 

*In many areas, traffic snarls 
threaten to drive auto drivers and 
potential auto-drivers off the road— 
for keeps. Besides those physically 
rammed off the road in_ traffic 
hassles, there are growing numbers 
of would-be-motorists fatigued to 
the point of surrender. This situ- 





ation is one that tire manufacturers, 
among other industrial interests, 
would like to remedy. 

They would like to see roads on 
which the driver could fairly test 
their product performance claims 
and enjoy himself while doing so. 
Only when traffic control permits 
the customer to glide down the road 
with assurance and comfort, are the 
truth of speed and durability claims 
apt to be appreciated. 

The need for better highways and 
parking facilities throughout the 
nation is dramatized in Memo to 
Mars, a 24-minute black and white 
film recently released by United 
States Rubber Company. The public 
education and good will film is 
being distributed for use by civic 
and church groups, women’s clubs, 
high school driving classes, tele- 
vision programs and other non- 
theatrical audiences. 

Memo to Mars is suggested as an 
introduction for group discussions 
on local traffic problems. An auto- 
mobile salesman from Mars visits 
the United States, makes himself 
invisible and finds that our roads 
and streets are so crowded that the 
Martians would never be able to 
sell their “Convertible Jet-16” to 
Americans. His memo to the boss is 
a report on our present highway 
conditions, and hints that the situ- 
ation can be improved when the 
people of a community get together 
to fight for better highway and 
parking facilities. 

Memo to Mars can be borrowed 
free of charge except for shipping 
fees, by writing to Public Relations 
Department, United States Rubber 
Co., 1230 Avenue of Americas, 
New York 20, N.Y. Ve 

2 * * 

Aetna Safety Film Compares 
Work’s Dangers with Sport's 

* The use of personal protective 
equipment by American workers is 
being promoted in a new industrial 
safety motion picture sponsored by 
the Aetna Casualty and Surety 
Company. 

One to a Customer, 11 minutes, 
compares the wearing of personal 
protective equipment by workers to 
wearing of similar equipment by 





“Beneath the Flame” is a recent 
Socony-Mobiloil Co. film which 
demonstrates control and extinguish- 
ing of oil tank fires. 





the nation’s athletes who also must 
guard themselves against injury. 

The film illustrates many different 
types of industrial safety equipment 
for both men and women workers, 
showing the specific hazards each 
was designed to meet. The insurance 
company isn’t selling equipment but 
it is selling safety as an accident- 
preventative idea and practice. 

One of a series of safety films 
produced by Aetna’s motion picture 
bureau, One to a Customer will be 
available on a free loan basis from 
the company’s education department 
at Hartford, Conn., or through the 
company’s local representatives. 

at * * 
EBF Film, “Any One at All,” 
Brings Accident Toll to Life 
* Ninety-five thousand deaths from 
accidental causes, 9,500,000 injuries 
and an economic loss of at least 9 
billion one hundred million dollars 
are the annual statistics synopsized 
in a new Encyclopaedia Britannica 
Film, Any One At All. 

The 20-minute color motion pic- 
ture, written by Wallace Purcell and 
John Barnes and produced in co- 
operation with the National Safety 
Council, brings to life the tragic 
statistics of one year’s accident toll. 

The new 16mm film recreates 
many typical causes and effects of 
accidents in various communities. 
Farmer, industrialist, housewife and 
automobile driver are spotlighted in 
case histories of accidents which 
(CONTINUED ON PAGE 12) 


SPECIAL OFFER TO 





S. 0. S. WILL ACCEPT YOUR OLD CAMERA AS A 
TRADE-IN FOR THE “ALL NEW AURICON PRO- 
600.” TIME PAYMENTS, TOO! 

5. O. S. CINEMA SUPPLY CORP. 
DEPT. H, 602 West 52nd Street, N.Y.C. 19 
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No one wants to work under pressure. But from time § ound Masters has faced such problems many times, 


to time, agencies and clients do find themselves up against and successfully solved them. When there is a target 
a seemingly impossible deadline, in an important situation, date that must be met, we can meet it and still maintain 


involving the use of films. high quality of producion. 








MOTION PICTURES 
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Your Production Is Judged Here 
(every time it is screened ) 


And Here’s Where Color Reproduction’s 


EXTRA QUALITY 16mm COLOR PRINTS 
MAKES A BIG DIFFERENCE! 


























This is Color Reproduction Company's Che production cost of your 16mm color motion picture 
16th YEAR of Specializing Exclusively warrants careful consideration of extra quality in your 
‘ . release prints. Color Reproduction Company's 16 years 
in 16mm Motion Picture COLOR ase prints. Co I pany 
of 16mm color print specialization has developed a 
PRINTING! 





technique for guaranteed film quality which is the 








standard of the 16mm Motion Picture Industry. Why 





not see what Color Reproduction Company's years of 








specialization in 16mm color printing can do for YOUR 


RELEASE PRINTS! 





























REPRODUCTION COMPANY 


7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Hollywood 4-8225 







































NEW SAFETY FILMS: 


(CONTINUED FROM PAGE 10) 


could have been avoided by ordi- 
nary safety measures. The film high- 
lights the apathy of the general 
public to accidents, and the result- 
ing loss of life, bringing sharply 
into focus the National Safety 
Council’s crusade for safety and 
longer life-spans in America. 

Any One At All tells the story of 
a teen-agers death in an auto- 
mobile accident and the motivation 
it brings to his friends and his town 
to make their community accident 
free. As this story unfolds, so too 
does the history of the National 
Safety Council— from its begin- 
ning in 1913 to its present role in 
aiding civic groups, industry, auto- 
mobile associations and the general 
public with safety programs. 

The drama says that any effective 
safety program has to be an or- 
ganized community wide effort with 
a local Safety Council representing 
business, schools, the police depart- 
ment and constantly educating and 
reminding the general public to 
practice safety measures in the 
home, at work, and while traveling. 

Any One At All is available in 
color, for preview screening and 
rental, at the following EBF li- 
braries: Wilmette, Illinois; Port- 
land, Oregon; Cleveland; Atlanta; 
New York; Boston; Minneapolis: 
Dallas; Hollywood; and Birming- 
ham, Michigan. 

* * co 

Troubled Tizzie Reminds Belles 
of Sober Fact: “Safety Is Always” 
* For warnings of highway dangers. 
burning houses and peril at sea, 
perhaps the angry look is the most 
effective way. But there are areas 
and species of accidents that have 
an emphatically funny side. A new 
Bell Telephone Company film for 
internal training makes use of the 
dislocated funny-bone psychology 
and teaches operators safety lessons 
with the rough and tumble art of 
ridicule. 

In Safety 1s Always, the unconsci- 
ous self-ridicule is provided by a 
talented real-life operator, Betty 
Nallen, who plugs in the frayed 
vacuum cleaner cord and receives 
an electric jolt to begin her day of 
symbolic slapstick, a day rich in 
Tizzie-typical accidents. Tumbling 
through her household chores and 
operator duties, the fated Tizzie en- 
acts the very buffooneries with 
which her actual careless counter- 
parts break their backs and batter 
the nerves and furniture of entire 
industries. Tizzie’s dreadful day 
vividly bats out the idea that 
fumbling is a chronic absent- 
(CONTINUED ON PAGE 14) 
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The Screen you asked for... 


the new RADIANT Scuommaster, 


Here is the Projection Screen that incorporates all the features requested by 





that enhances every showing. 


New “FRICTION CLUTCH” 
CARRYING HANDiE 
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. New grip fit handle for easier carrying . . . in- 

° corporates friction clutch with gliding action 

e for instant adjustment of screen to any height. 

e Illustration also shows, just below the handle 
the Screen Leveller for horizontal levelling of 

a screen when floor is uneven. 
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The World’s Most Complete 
Line of Projection Screens 


There is a Radiant screen for every need — Por- 
table tripod models, Wall Screens, Ceiling Screens, 
Table Models, Lace and Grommet Screens — and 
the new wide screens in sizes from 


30 inches to 30 feet! ... 







































































e @ @ @ e leading business, sales and industrial users of motion pictures and slides. The @ @ @ @ @ 
Screenmaster offers a brilliant reflective surface, amazing ease of setting-up and 
dismantling, rugged trouble-free construction, plus colorful streamlined design 


New “ATOM-ACTION” LEG OPENING 





The Screenmaster offers a new sensitive trigger- 
type leg opening device. One touch of your toe— 
and POW!—all three legs spring into proper 
position. No stooping, no lifting, no sticking. 


IMPROVED "Vyna-Flect” 
SCREEN FABRIC 


The Screenmaster utilizes 
the newest development in 
beaded screen fabric. It’s 
washable and mildew- 
proof—and gives you bril- 
liant, contrasty pictures. 





aes Plus MANY OTHER FEATURES 


Including added ruggedness, new leg lift-up 
tab, stronger cases, new finish and colors. 
Write for illustrated catalog and complete prices. 


RADIANT 


RADIANT MANUFACTURING CORP. 


1225 SOUTH TALMAN AVENUE * CHICAGO 8, ILLINOIS 











NEW SAFETY FILMS: 


(CONTINUED FROM PAGE 12) 








mindedness, that the person who 
bungles at home will bungie at 
work, that safety requires all-day 
practice. 

To safeguard their use of the 
truth long explored by great co- 
medians — that pies in the face, 
prattfalls, the low comedy of ca- 
lamity and near-calamity often are 
hilarious to the viewer —the Bell 
Public Realtions Department filmed 
the wrong-way satire in black-white 
and followed it with right-way se- 
quences in color. 

This windup contrasts Tizzie’s 
Mack Sennett tragedy with the model 
deportment of comely phone belles 
who are hep to caution. A montage 
carries the company audience 
through familiar work areas which 
proved so disasterous for Tizzie to 
show that nontizzie types of oper- 
ators, stenos, plant girls, service 
reps can take this occupational 
scenery in their alert stride. 

A photo finale repeats previous 
sequences to strengthen recall of 
accident traps and safety discipline. 
The last recall is a re-run of the 
title: Safety 1s Always. 


% a * 


Dramatic Film Symbolizes 
Woodmen of the World Society 
* For audiences interested in stories 
of moral courage and an organiza- 
tion which is described as fraternal 
as well as financial, Quest for Valor 
may fill the bill. 

This 27-minute color and sound 
motion picture tells a tale of valor 
in doubt and stars a Hollywood-tv 
actor, Richard Kiley. Kiley plays 
the part of a bitter young army of- 
ficer who questions the heroism of 
a fellow soldier. Torn by doubt and 
self-torment, he makes a cross- 
country search to learn the identity 
of the man who saved his life and 
to determine the purity of his bene- 
factor’s motives. 

The story of this quest and its 
effect on the character of the cyni- 
cal young officer symbolize the spirit 
and temper of the sponsoring or- 
ganization, Woodmen of the World 
Life Insurance Society. 

Following its premiere on tele- 
vision, June 6th, as an event of the 
65th Anniversary of the sponsoring 
organization, the film will be re- 
leased through the Society’s regional 
offices. 

Quest for Valor was produced in 
Chicago by Colburn Film Services, 
Inc., for Jewell Radio and Tele- 
vision Productions. Location scenes 
were made at Ft. Sheridan, Ill. and 
at the Omaha, Neb., Woodmen 


national headquarters. 
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‘ “1 Love Lucy,” starring Lucille Ball and Desi 
nation’s Number 1 TV show for 1951, 1952 and 
3 oneer of the technique of filming its program as a 
show with audience. Desilu Productions uses three Mitchell 
m BNC cameras in filming “I Love Lucy.” 


TO FILM 
A SUCCESSFUL SHOW... 
. 


It takes more than just a good script to insure the success 
* = aD, of a top-rated network program. The on-stage performances of 
Joan Davis on the set of “I Married Joan the stars and supporting cast must be outstanding, 
produced by P. J. Wolfson and appearing carefully timed, superbly directed. And the camera must 
on NBC. Three Mitchell 35mm BNC cameras rf fl ] ] ° its ital ] f ti th 
are used on this top TV show, which is in pe ren RWeSey inl vi role @& sectee ing ae 
its 2nd year. Jim Backus plays the male lead superior quality of the show for millions of TV viewers. 


——— 


Mitchell cameras— internationally famous— provide the 
matchless photographic performances so necessary to the 
successful making of the finest theater quality films. 
That is why, wherever top quality filming is the foremost 
consideration, Mitchell Cameras are to be found... 
bringing success into focus. 


‘ «= 
%, > 


ae 


Zhi | a  \. 


Dennis Day, star of ‘The Dennis Day Show 
a top-rated NBC program. Originally “‘live 
this series is in its second year, and is now 
produced on film by Denmac Productions 
using a Mitchell 35mm BNC camera 


MITCHELL The only truly Professional Motion Picture Camera 





666 West Harvard Street @ Glendale 4, Calif. © Cable Address: MITCAMCO 


a*%~ 


nf! 85% of the professional motion pictures shown throughout the world are-filmed with a Mitchell 











NUMBER 3 *© VOLUME 16 ¢* 1955 














SLIDE-FILM 


PRODUCERS 





WE BEGIN WITH YOUR 
e sound 


ONE 10 One sTEOIES 00 YeSe®) 
AND END BY PROVIDING YOU WITH THE 
e finest 
e slide-film pressing 
e in the industry 


we HM Music 
supply SOUND EFFECTS 
all f SIGNALING * (ESI) 
—> MASTERING 
or I PROCESSING 
PRESSING ** 
PACKING & SHIPPING 


any 


part 


*ELECTRONIC SIGNAL INSERTER AN 
EXCLUSIVE DEVICE DEVELOPED BY US 
FOR PERFECT SIGNAL PLACEMENT. 


**PURE RED VINYLITE RECORDS 









































DISC recording - masters 
processing - pressing 











TAPE recording - editing 
assembly 














FILM recording - re-recording 
transferring - interlocking 




















Mu rite OT phone ror 


Price List 


UNIVERSAL RECORDERS 


6757 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF., HOllywood 39-8282 
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Right Off the Reel 


A COLUMN OF EDITORIAL COMMENT 


HATS A HOT WAR being waged be- 
{gow the proponents of pay-as-you-see 

television and the theatre owners, network 
officials and theatrical unions who are lined up 
against the three subscription systems. Biggest 
PR job in recent years is the press campaign of 
Zenith for its Phonevision method. Anyway, the 
mails to the Federal Communications Commis- 
sion close June 9. A decision might come a 
month later or it might take a lot longer to 
decide this very complex issue. 

Raises some interesting problems for this 
segment of the industry. Constantly growing 
costs of network program talent, production and 
time have become a major factor affecting adver- 
tising budgets. With actual television film in- 
come from commercials, etc., totaling about 10% 
of the volume of studios in this field, pay-as-you- 
see won't affect that part of our economy too 
much. 

Anyway you look at it, the arguments are 
going to bring out a lot of points worth thinking 
about, pro and con, Let’s listen, 


Federal Road Building Program 

Should Be Explained on the Screen 

* The $50 billion dollar ten-year program for 
nationwide road construction, in which the Fed- 
eral Government and the states divide the costs 
in equal amounts, is one of the nation’s biggest 
undertakings. The idea is being advanced that 
the Federal half of this improvement program 
be financed by a newly created “authority” 
which would issue long term bonds. 

Before future generations are saddled with this 
enormous addition to the Federal debt, why not 
put the issue squarely before all drivers who 
would benefit from these improvements? In- 
stead of a complicated pamphlet, a group of 
from the automotive and road con- 
struction industries can do a wonderful job of 
enlisting deserving support through an informa- 
tional motion picture. 

Television and the theatres are just two of the 
channels available to such films; influential citi- 
zen groups such as Rotaries, Kiwanis, Lions 


sponsors 


Clubs, Legion posts, etc. as well as union halls, 


(CONTINUED ON PAGE THIRTY-TWO) 








There's no trick’ to producing fine 


TYPE TITLES 


It just takes the knowledge gained through 
years of experience . . . and the ability not 
only to ‘set type’ but to interpret ideas 
and convert those ideas into a typographic 
picture. All our craftsmen have that ability ! 


The Knight Studio 


159 E. Chicago Avenue - Chicago 11, Illinois 
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YOUR AUDIO-VISUAL CALENDAR 


JUNE 
June 15-16-17: Eleventh Annual National 
Conference of the American Society of 
Training Directors, held in the Ambassador 
Hotel, Los Angeles. Training and educa- 
tional aids will be exhibited. Training di- 
rectors, industrial executives and educators 
will confer. 
June 21-22: The Eighth Annual Film Festi- 
val of the Cleveland Film Council, held at 
the Hotel Carter, Cleveland. Films will be 
shown in 16 categories. John Flory, Eastman- 
Kodak Co., will give keynote address. 


JULY 


July 2-3: Pre-Conference Audio-Visual Insti- 
tute held as part of the 74th Annual Con- 
ference of the American Library Assn. in 
Philadelphia. Film showings; survey of co- 
operative film services; problem clinic; dis- 
cussions on materials, library service and use 
of films in discussion. 
July 22-27: 1955 National Audio-Visual Con- 
vention and Trade Show, held in the 
Hotel Sherman, Chicago. Get-together of a-v 
specialists—directors, dealers, manufacturers, 
materials producers from U.S.A. and abroad. 
Concurrent meetings during this period in 
clude: 

Educational Film Library Assn.—July 22- 
23-24; NAVA Trade Show—exhibits open 
July 24-27; Audio-Visual Workshop for Agri- 
cultural Leaders—July 25-26; NAVA Meet- 
ings — July 24-27; Assn. of Chief State School 
\-V Officers— July 24-26; Audio-Visual Work- 
shop for Training Directors in Business and 
Industry— July 26; Industrial Audio-Visual 
Assn. — July 26; Audio-Visual Conference of 
Medical and Allied Sciences— July 25-26. 

Exhibits: More than 165 displays of a-v 
materials, equipment, covering over 33,000 
sq. ft. of floorspace. 


AUGUST 
August 1-2-3: Annual Meeting of the Ameri- 
can Trade Association Executives, Grand 
Hotel, Mackinac Island, Michigan. 
August 15-19: 75th Anniversary Convention 
and Trade Show of the Photographers’ 
Association of America, held at the Conrad 
Hilton Hotel, Chicago. More than 10,000 
portrait, commercial, industrial and press 
photographers expected. Progress of pho- 
tography reviewed. 
August 18: 16th International Exhibition of 
Cinematographic Art, Venice, Italy. (De 
tails: Contact Film Council of America, 600 
Davis St., Evanston, IL) 
August 21-Sept. 11: Ninth International 
Edinburgh Film Festival, Edinburgh, Scot- 
land. (Contact Film Council of America.) 


SEPTEMBER 
September 21: Fourth Kentuckiana Film 
Festival, held at the University of Louis- 
ville, Main Speed Building. Categories in- 
clude economics, industrial safety, manage- 
ment training, travel, arts and crafts, 
industrial relations, merchandising, sales 
training. 
OCTOBER 
October 17-21: 43rd National Safety Congress 
and Exposition. Sessions in Congress, Con- 
rad Hilton, Morrison and La Salle hotels, 
Chicago. For detailed information, write 
R. L. Forney, general secretary, National 
Safety Council, 425 N. Michigan Ave., Chi- 
cago 11, Ill. 
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With animation in color, the step-by-step 
procedure of saving products that were once 
lost and putting them to work usefully, is 
explained simply and clearly. 


Intricate chemical formulae are expressed in 
symbols with vari-colored balls indicating 
changes in molecular structures to create new 
substances for new uses. 


United States Steel 
leans with WILDING 


.for a film on basic chemicals 2) mee 2 


me 

EVERYBODY knows that United States Steel we 
is the world’s largest producer of steel, but USS decided > 
that more people should know that the company is also 
one of the great chemical producers. To tell the public 
that story, Wilding was commissioned to write and pro- 
duce “The Waiting Harvest.” This 30-minute picture 
in color shows that to create a ton of steel, 114 tons of 
coal must first be converted into coke, and in that pro- 
cess, vast chemical wealth is released that is utilized by 
such industries as paint, pharmaceuticals, explosives, 
building materials and plastics. Those industries are the 
primary audience for the picture, but all Americans 
everywhere comprise the larger, secondary audience, for 
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they are the ultimate users of these valuable products 
derived from the making of steel. If you have a problem 
that is hard to solve and that involves communication, Among industry's most awesome machines 
: ; Wilding would be happy to counsel with you. are these mammoth ore boat unloaders with 
A dramatic scene in the U. S. Steel 8 PP} ‘ 


eeayee 20 Peay: their gigantic jaws. This one scoops up ore 
file “The Waiting Harvest is the that will be converted into stee! by USS 
coke push in brilliant color. 
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IN MOTION PICTURES 


SPECIALISTS IN VISUAL SELLING 


AND SOUND SLIDE FLIMS 








IN ADVERTISING 
ILLUSTRATION 


BARR 


ALWAYS SHOOTS TO SELL 


NEW YORK 


200 East 56th Street 


CHICAGO 


16 East Ontario Street 









PICTURE PARADE 


FUNCTIONAL FILMS IN THE NEWS 


HAT “How To Invest” show 
sponsored by Merrill Lynch, 
Pierce, Fenner & Beane, and held in 
New York’s 71st Infantry Regiment 
Armory on May 24-30 is going to 
“road-show” as a color motion pic- 
ture, following the investment firm’s 
previous successes with 16mm films. 
The exhibition features the past, 
present and future of American in- 





dustry, was co-sponsored by Ameri- 
ean Gas & Electric, the American 
Iron & Steel Industry, General Elee- 
tric, General Foods, General Motors, 
International Business Machines, 
Manufacturing Chemists and the 
New York Telephone Co. The aim 
of the “first World’s Fair” devoted 
to investing is to show what capital- 
ism can do and “why more capital- 
ists are needed.” 


* * * 


Navy Dehumidified Storage 
Method Subject of Training Film 
© A technique has been developed 
by the U.S. Navy for storing things 
for an indefinite period without 
danger of rust, mildew or other 
moisture-induced deterioration. The 
dehumidified storage method en- 
ables the Navy to store machinery 
without greasing it for Long Term 
Storage, which gives a great saving 
in time as the machinery is usable 
immediately when it is needed. In 
order to train personnel to handle 
the new storage method, the Navy 
has contracted with Dynamic Films 
to produce a training film at The 
Navy Supply Depot, Mechanics- 
burg, Pa. 

The Navy storage technique has 
important application in heavy in- 
dustry. Tools and dies, for example, 
can be stored for almost indefinite 
periods in dehumidified huts and 
kept ready for instant use whenever 
needs for them arises. 


* * % 


“Spray’s the Thing” 

Is Released by duPont 
A new 1314 minute 
animated color film on 
push-button aerosol 
products and how they 
contribute to better liv- 


ing by easing household |— 





and industrial chores 





Library |} 





Color Film, “Operation Attic’ 
Shows “How” of Home Paneling 
* How to turn that dusty catch-all 
known as the attic into a clean, good 
looking penthouse is the informative 
trick accomplished in Operation 
Attic, a new 20-minute color film 
sponsored by the Western Pine As- 
sociation. 


Operation Aitic is the first of a 
projected series of “how-to-do-it” 
subjects designed to show home 
owners the steps in remodeling and 
finishing in and around the home. 
With an enterprising young couple 
as its leads and a retail lumber 
dealer in the supporting role, the 
film is plotted to lift viewers out of 
the “planning” stage and into ham- 
mer-and-nail action. 


The film shows how the couple 
select the materials with the dealers’ 
help and advice. Then it shows the 
steps taken in paneling the attic 
with wood from the Western Pine 
region. Such details as proper saw- 
ing and nailing of the panels and 
color finishing are depicted. Floor- 
ing, trim, moulding, paneling pat- 
terns, furring and other points of 
installation and beautification are 
shown. Operation Attic was pro- 
duced by Photo-Art Commercial 
Studios, Portland, Ore. 


Western Pine Association, which 
has been sponsoring films for 20 
years, reports that its The Bounty 
of the Forest has been receiving 
heavy bookings. This film tells the 
story of lumber from seedling to 
paneling and other end uses. It is 
proving popular with retailers, civic 
groups, schools and clubs and has 
enjoyed a wide showing on tele- 
vision. Both movies are available 
for showings by retailers and other 
interested people. Prints may be ob- 
tained by writing the Western Pine 
Association, 510 Yeon Building, 
Portland 4, Ore. The films are avail- 
able free except for payment of 
transportation charges one-way. 
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has been produced by 
John Sutherland Studios 
for the duPont Com- 
pany's “Kinetic” Chemi- 
cals Division. Theatre 


and television release is 





on a free loan basis. 


A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 


For Details Write: 


AUDIO-MASTER Corp. 
17 East 45th St. - New York 17, N. Y. 
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Each frame -— each scene in the print must be perfectly matched to assure an out- 
standing film production. Leading producers, directors and cameramen know that Precision 


processing guarantees that individual attention. 


Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 
results to each Precision print. Even more important, continuing research constantly 


improves techniques that are already accepted as unequalled in the field. 


In everything there is one best...in film processing, it’s Precision. 


i Mw . eT. BS Ss, | 
21 WEST 46 oF RK O36, 
‘ 


A division of J. A. Maurer, Inc. 
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Dave Garroway of TV (right) was leading 
player and commentator in recent Chevrolet 
film “Hall of Wonders.” He is receiving print 
from Fred Noyes of The Jam Handy Organi- 
zation, which made the picture. 





These Names Get the Accolade: 
*Sam G. Rose is celebrating his 
45th anniversary with Victor Ani- 
matograph. The president of the 
equipment firm came up through 
the ranks after joining Victor in 
1910 on his graduation from the 
University of Nebraska. Business 
SCREEN salutes his years of devoted 
service to the audio-visual field as 
well as the past decade since he be- 
came chief executive of this pioneer 
company. 

® Boston University Professor Abra- 







DISTINGUISHED 


MOTION PICTURES 


FOR INDUSTRY 
AND TELEVISION 


20 








_ Personalities in the News — 


Close-Ups on People and Events of Interest This Month 


ham Krasker was awarded a scroll 
of recognition by the Eastern Massa- 
chusetts Department of Audio- 
Visual Instruction. Presentation 
honored his 25 years of leadership 
since he founded both the depart- 
ment and Boston U’s audio-visual 
facilities. 

# St. Paul members of the Industrial 
Audio-Visual merited 
a tribute from that group for the 


Association 


successful annual meeting program 
they arranged last month. 


Latest RCA Sound at Ray Studio: 
* Complete replacement of extensive 
RCA sound recording equipment in 
the Reid H. Ray Film Industries 
completed. All 
equipment, a 
mixer, speakers, 35mm optical re- 


studio has _ been 
amplifying console 
corder, are new. Screening room 
reproduction equipment, consisting 
of optical and magnetic repro- 
ducers, auditorium speaker and 
aluminum RCA screen, have been 
installed. A complete integrated 


sound recording department now 


is in one convenient area. 


Steinke Going to Sumatra as 
Oil Company’s School Chief 

* Don F. Steinke has accepted a 
position with the Standard Vacuum 
Petroleum Maatschappij, of The 
Hague, Holland, as overseas co- 
ordinator of training, effective June 
1. The firm is a wholly-owned sub- 
sidiary of Standard Vacuum Oil 
Company. 

He will be stationed in Sumatra 
at Sungei-Gerong (Palembang), In- 
donesia, leaving for that country 
about August 1. Among his duties 
will be the administration of the 


DON F. STEINKE 








Raphael G. Wolff (right) was a recent guest 
of the Secretary of the Navy during qualifi- 
cation cruise of the giant flat-top U.S.S. Hor- 
net. The Wolff Studios’ head is pictured 
above with Ensign R. B. McCallum. 





American schools for company em- 
ployees, vocational and apprentice 
schools, management development 
and scholarship awards. 


Steinke formerly was director of 
power education for the Dow Chemi- 
cal Company, Midland, Michigan. 
He joined the Dow educational de- 
partment 10 years ago and helped 
develop the current “on-the-job” 
power educational program. 


He is the author of nine training 
textbooks and has developed lesson 
plans and training facilities. ae 
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Films 
in 
Production 





Productions, Inc 


723 SEVENTH AVENUE 


NEW YORK 19, N 


The Firestone Tire & Rubber Co. 
American Telephone & Telegraph Co. 
The Pennsylvania Railroad 

New York Telephone Co. 

New Holland Machine Co. 
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FAMOUS 
“controlled 
action” 


SMALL G6 YRO 


















STOP MOTION MOTOR 
_ FOR CINE KODAK SPECIAL 


Runs forward or reverse, 110 

: AC synchronous motor with frame 

te counter. May be run continuously 

Sa or for single frames. Camera 
* lok o | tools. 


a $550 
- Also available — Stop Motion 
Motors for 16mm—35mm B & H, 


Mitchell and other professional 
cameras, 





Adjustable wood BABY TRIPOD 
—for Prof. Jr. friction 


and geared heads 







TRIPOD 


Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for iémm Mitchell, 
lémm Maurer, B & H Eyemo 
and similar cameras. 








Has substantial shoe and spur 


Measures from floor to flange 


25” extended —17” 


collapsed. $7 5 








$600 


ELECTRIC 
FOOTAGE TIMER 


Dual model for both 16mm 
and 35mm. tLarge white num- 
erals on black background. Accu- 
rate reset dial. Switch controlled 
by operator, who selects either 
lémm operating at 36 feet per 
minute—or 35mm operating at 
90 feet per minute . . . or both 
in synchronization. $95 


Single model, either 16mm or 


35mm $45 


THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. aud, Motion Pictine Stidioy 


New PROFESSIONAL JUNIOR 


PACKAGED LIGHTING WITH i i 
COLOR-TRAN anne 


— studio lighting in a suitcase ; 








imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! 
Kit contains 2 light heads, 2 Superior stands and 
proper size COLOR-TRAN converter to match. 
Packed in compact case. 


Write for COLOR-TRAN Catalogue. 


Ppresto-splicer 
GIVES PERMANENT SPLICE 
IN 1O SECONDS! 





Especially good for splicing magnetic 
film. Butt Weld type for non-perforated 
or perforated film. 16mm, 35mm or 


70mm. $547.80 


16mm or 35mm models— 
for perforated film. 
























Senior Kit 


$237.50 


Other style 
kits available, 





GRISWOLD 
HOT FILM SPLICER 


Model R-2 for 35mm silent and sound 
film. Precision construction makes it easy 
to get a clean, square splice with accur- 


ate hole spacing. Nothing to get out of 
order. $65 


Also Bell & Howell 8mm, 16mm and 
35mm Hot Splicers and B & H Labora 
tory model Foot Splicer. 





*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 
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1 Fn Pn Films in Medicine 


FEET 


EQUIPMENT 


vou can Shoot a black cat 





NEWS AND REVIEW OF NEW FILMS AND TECHNIQUES 


* For the convenience of our many readers interested in the 
broad phase of film application which embrace both lay health 
education and professional techniques of medicine and den- 
tistry, the Editors of Business SCREEN present this feature 





F&B NOMINAR 1° f/0.95 


In 16mm “C” mount for all cameras 


Sharper, faster pictures with 70% less light 


1 
2 
3. 
4. Resolution, definition and contrast 
superior by optical bench tests and 80x micro- 


ow 


at midnight win 


8mm adapter available 


. 1 1/3 stops faster than f/1.4 
. Shoot TRI-X with 3 FC at 24fps 


Shoot Kodachrome with 150 FC at 24fps 


scopic comparison 


Dealer inquiries invited 


proved 


. Nine coated, fully color corrected elements 
. Brass mounted for durability 


department. Many obvious advantages to the reader are 
offered in this grouping of related topics. 


Creer Calls Closed Circuit TV 
Vital Medium in Emergency 

* Closed circuit television may be- 
come the nation’s number one edu- 
cational medium in the event of a 
national emergency according to 
Ralph P. Creer, in charge of motion 
pictures and medical television at 
the American Medical Association. 

\ familiar name as a contributing 
authority in these pages, Creer 
pointed out in a recent address to 
members of the Society of Motion 
Picture and Television Engineers, 
that physicians, nurses, hospital 
superintendents, health officers and 
other medical personnel from coast 
to coast could be assembled in key 
cities throughout the country on 
short notice to receive current in- 
structions and to witness demonstra- 
tions on medical management and 
handling of atomic, as well as chemi- 
cal and bacteriological casualties. 

Creer noted that the Army Medi- 
cal Service is presently considering 
plans to implement a program of 
this kind. 

He indicated that closed or open 
circuit tv may also be used to com- 
municate vital information to farm- 
ers and others concerned with the 
food supply and the welfare of our 
country. 


Speculating on other closed- 
circuit tv applications, Creer en- 
visioned the time when medical so- 
cieties of Europe or Latin-America 
can join the American Medical As- 
sociation in a color tv symposium 
on some important medical problem 


of the day. 


Of a recent closed-circuit report 


on the polio vaccine story, he said: 

“Closed circuit television pro- 
vided an excellent method of re- 
porting the . . . story to physicians 
and nurses throughout this country 
and Canada. Without doubt, the 
largest medical audience assembled 
in the history of the world witnessed 
an hour long illustrated discussion 
of the subject by Drs. Salk and 
Francis and their associates on the 
same day that it was announced to 
the public. 

“Sponsored by Eli Lilly & Com- 
pany, this program was received in 
62 cities in the United States and 
three cities in Canada. In order to 
reach a total audience of approxi- 
mately 52,304, the program was re- 
ceived, for the most part, in theatres 
rather than hotel auditoriums which 
had been used for similar closed 
circuit presentations in the past.” 


National League for Nursing 
Shows a Selection of Films 

* An extensive film program was 
shown early this month at the 1955 
Convention of the National League 
for Nursing in St. Louis. 

Selected by the ANA-NLN Film 
Service to be shown during the con- 
vention as being useful to nursing 
schools and agencies were: A Is 
For Atom (produced for General 
Electric Co. by John Sutherland 
Productions); World Without End 
(The United Nations) ; The Lonely 
Night (Mental Health Film Board) ; 
The Rehabilitation Story (Film Pro- 
duction Service, Virginia Depart- 
ment of Education) ; That The Deaf 


Write F & B for brochure 


(CONTINUED ON PAGE 24) 


Absolute Money Back Guarantee if F & B Nominar 1 


£/0.95 is not everything we say it is 
FLORMAN & BABB § 


70 West 45th Street, New York 19, N.Y. | 
Phone: Murray Hill 2-2928 


Cable Address — FLORBABB, N. Y. | 


FOR THAT. BIG 





List price $165.00 (Federal excise tax $9.00) 
Including Series VI filter holder, | 
sunshade, and beautiful leather carrying case! 





The Wide-Screen Panoramic Filmstrip Show with 
Optional Stereophonic Sound! 


YOU CAN RENT OR BUY! 


COMMERCIAL PICTURE 
“SULIPMEMT, INC. 


1802 W. COLYU 
CHICAGO 





. - « beyond belief! 
*Patent Applied For | 
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ae 2 OR ER ORE 4 
SERVING THE 
INDUSTRIAL 


LEADERS 
OF THE NATION 













American-Radiator 
& Standard Sanitary Corp. 


American Telephone 
& Telegraph Co. 








American Tobacco Company 







Andrew Jergens Company 


PETER ELGAR 
PRODUCTIONS, INC. 


18 East 53rd, New York 22, N. Y. 
MU 8-5626 





Brown & Williamson 
Tobacco Corporation 


















Burlington Mills Corp. 
Church World Service 





Colgate-Palmolive Company 
Cudahy Packing Company 

Gulf Oil Corporation 

Lever Bros. Company 

Liggett & Myers Tobacco Co. 
Manchester Oil Ref. Ltd., England 
Nash-Kelvinator Corporation 
Pabst Brewing Company 

Phillips Petroleum Company 
Procter & Gamble Company 





MOTION 


PICTURES 
FOR 


INDUSTRY 
EDUCATION 
TELEVISION 


Protestant Radio Commission a 





Remington Rand, Inc. 
R. J. Reynolds Tobacco Co. 
F & M Schaefer Brewing Co. 








Sterling Drug, Inc. 










United Coffee Growers of Brazil 













United States Air Force 





United States Army 





United States Brewers 
Foundation, Inc. 


United States 
Department of State 
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Wallerstein Company, Inc. 








A BIG PICTURE FOR A BIG JOB 


CATE & M*CGLONE 


films for industry + 1521 crossroads of the world + hollywood 28, calif. 


be ey 


re $44 











How do you explain the size and complex nature of a 
world-wide organization so that every employee will understand 
the importance of his activities in relation to the whole enterprise? 

That is the job which was undertaken in the production of 
“On Stream” for Socony-Vacuum Oil Company and its affiliates, 
General Petroleum Corporation, Magnolia Petroleum Company 
and others throughout the world. To secure the material for this 
film, camera crews traveled more than a quarter-million miles 
to record the myriad activities of a company whose products are 
marketed in practically every free country of the civilized world. 

Now, after more than two years in production, the com- 


, pleted feature-length color picture is ready to assume its function 


of helping to build a firm basis of understanding among the 
67,000 men and women in the family of the Flying Red Horse. 
We are proud that Socony-Vacuum, through its Film 
Consultant and Executive Producer, John J. Hennessy, selected 
us to produce what will undoubtedly rank as one of the most 
important industrial films of 1955. Possibly you, too, can utilize 
the services of an organization which knows how to apply the 
techniques of the “‘big’’ picture to a big job. Let’s discuss it. 
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FILMS IN MEDICINE: 
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May Speak (produced for The Lex- 
ington School for the Deaf by 
Campus Film Productions); The 
Long Cane (Veteran’s Administra- 
tion); BCG Vaccination Against 
Tuberculosis ( National Tuberculosis 
Association) ; Patent Ductus Arter- 
iosus (produced for E. R. Squibb & 
Sons by Sturgis-Grant Produc- 
tions) ; Post Anesthesia Rooms (E. 
R. Squibb & Sons) ; Stop Rheumatic 
Fever (produced for the American 
Heart Association by Transfilm) ; 
Care of the Cardiac Patient (U.S. 
Office of Education); Motivating 
the Class (McGraw-Hill Text 
Films) ; All 1 Need Is A Conjerence 
(produced by Henry Strauss & 
Co.); Molly Grows Up (Medical 
Arts Productions); When You 
Choose Nursing (produced for the 
National League for Nursing by 
Willard Pictures); and Nurse, 
Please (produced for the National 
Association for Practical Nurse 
Education by Trident Films, Inc.). 


de = + 


Health Information Foundation 
Cartoon Backs Health Insurance 
® The Health Information Founda- 
tion has released a new color car- 
toon, Second Sight Sam, 5 min., 
color, produced by UPA, which 
shows the dangers of being unpro- 
tected by health insurance. 

The Foundation, sponsored by 
pharmaceutical concerns, is set up 
to conduct research and disseminate 
information on improving the avail- 
ability of health services. 

UPA’s gargoyles show a situation 
involving a circus type “who’s 
never been sick in his life” until 
pneumonia invades his 
livelihood. He learns. 

Association Films has this one. 
Available everywhere. 


* * * 


raucous 


Ralph Creer to Speak at 
Surgeons Meeting in Geneva 

* Ralph Creer, director of motion 
pictures and medical television of 
(CONTINUED ON PAGE 26) 








FOR SALE 
DaLite Electrol Screen 
50” x 50” 


Complete with Controls. Ideal 
for conference room or small 
theatre. 


Write Box 55-5B 
BUSINESS SCREEN 
7064 Sheridan Rd., Chicago 26 
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FOR TV COMMERCIALS THAT CLIENTS APPLAUD — 


Shoot on Du Pont “SUPERIOR” 2, 
print on Du Pont Type 824 


When you film your TV commercials on 
Du Pont “Superior” 2—and print them 
on Du Pont Type 824— you'll get footage 
to satisfy the fussiest client. Here’s why: 

Du Pont “Superior” 2 is the all-purpose 
negative film for both indoor and outdoor 
sets. It gives you clean highlights and 
plenty of shadow detail. “Superior” 2 is 
fine-grained, yet fast enough to keep light- 
ing costs down. Its wide latitude guaran- 
tees you consistent results. 

But a good negative is only part of the 
story. You'll need the fine release proper- 
ties of Type 824—a fine-grain, low-contrast 


release stock—to get the best out of your 
“Superior” 2 negatives. With Type 824, 
you'll turn out prints of perfect low- 
density, low-gamma TV quality. That way, 
your “Superior” 2 negative gets to the TV 
screen in all its original tonal fullness. 

Try this “Superior” 2—Type 824 team 
on your next TV commercials. Results will 
put a satisfied smile on any client’s face— 
and more of his work in your studio! E. I. 
du Pont de Nemours & Co. (Inc.), Photo 
Products Department, Wilmington 98, 
Delaware. In Canada: Du Pont Company 
of Canada Limited, Montreal. 


DISTRICT OFFICES 


ATLANTA 5, GA......-5. 805 Peachtree Bidg. 
BOSTON 10, MASS....... 140 Federal Street 
CHICAGO 18, ILL... ..3289 N. California Ave, 
CLEVELAND 14, O. 1033 Union Commerce Bidg. 
DALLAS 7, TEXAS...... 1628 Oak Lawn Ave, 


LOS ANGELES 38, CALIF. 

7051 Santa Monica Bivd. 
NEW YORK 11, N. ¥.....248 West 18th Street 
PHILADELPHIA 2, PA... .225 South 15th Street 


GU PONY 


6. y.s. Pat OF 
BETTER THINGS FOR BETTER LIVING 
+++ THROUGH CHEMISTRY 


SPECIFY my Powr MOTION PICTURE Ft 
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Manufacturers and 
Distributors of: 
Bloop Punches 
Cans, Film Strip 
Editing Tables 
Film Bins 


Film Racks 


s 


Flanges 
Film Editing Gloves 
Leader Stock, 16 & 35 mm 
Measuring Machines 
Plastic Cores, 16 & 35 mm 
Reels, 16 & 35 mm 
Reels, Non-Magnetic 
Split Reels 

Rewinds 

Sound Readers 

Splicers 
€ PBiorage Cabinets 

Vault Cans 

Scotch Tape 

Cloth Tape 





i S 
HOLLYWOOD not 
FILM COMPANY 








956 NO. SEWARD ST. 


precision film editing equipment = =©H4oLLywoon 3s. caLiF. 


FILMS IN MEDICINE: 





(CONTINUED FROM PAGE 24) 
Surgical Training,” at the 20th Con- 
gress of the International College of 
Surgeons which meets in Geneva, 
Switzerland, May 23-26. He also 
has been invited to participate in 
conferences on the international dis- 
tribution of medical films with of- 
ficials of the World Health Organi- 
zation and the International Feder- 
ation of Gynecology and Obstetrics 
in Geneva. He will visit the motion 
picture production unit of Ciba 
Limited in Basle, Switzerland. 

Creer flew to Frankfort, Germany, 
May 16, where he met with medical 
motion picture producers and repre- 
sentatives of the medical profession. 
Conferences were held at the Insti- 
tute for Scientific Films in Gottin- 
gen, Frankfort and with the presi- 
dent of the Associated Physicians 
Council of West Germany in Stutt- 
gart. The production and exchange 
of medical films was discussed. 

Creer, who directed the Army 
Medical Illustration Service during 
World War II, planned to spend the 
week end of May 21 with his 
friend, General William Wilson, 
Chief Surgeon to the Seventh Army 
in Germany, with headquarters in 
Stuttgart. Creer will return to the 
states in time to supervise and di- 
rect the motion picture program of 
the annual AMA convention to be 
held in Atlantic City. June 6-10. 

* % a 

Magnetic Tape Digest Saves Time 
for Busy Physicians, Surgeons 
A weekly magazine digest for 
doctors that is published on a reel 
of magnetic tape rather than on 
the printed page is an object lesson 
in time saving which busy men in 
every field should value. 

Audio Digest, manufactured by 
the Minnesota Mining and Manu- 
facturing Company, was developed 
by Jerry Pettis, public relations 
man for the California Medical As- 


sociation. 


Tape playback equipment in his car enables 
the physician to keep up with professional 
literature while making house calls. 
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YOUR 
NEW EMPLOYEES 


With proper induction and job 
instruction they will be more 
effective, happier employees. This 
means less personnel turnover, 
better work faster, more efficiency 
and increased productivity. 


it’s up to your supervisors. It can 
be accomplished! 


Show your supervisors how with: 


“INDUCTION AND 

JOB INSTRUCTION" 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


You may obtain a preview 
without obligation. 


Write Dept. S for details. 





Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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heeping Score on ‘Aesulttul Films 


Nylok Gets Sales Action 

With an Effective Slidefilm 

* The Nylok Corporation makes 
screws. At first glance they might 
look like ordinary screws, but each 
wears a plug of Nylon inserted in a 
tiny hole. It does fantastic things. 
When seated in a threaded hole, it 
prevents the screw from working 
loose, it provides a fluid seal, per- 
mits accurate adjustment and is re- 
usable. It means the end of loose- 
ning. 

Nylok decided that to get this 
story across to potential buyers - 
engineers who specify the product, 
and purchasing agents who acquire 
it—-the best medium would be a 
sound slidefilm. This choice was de- 
termined effective- 
cost and convenience in 


because of its 
ness, low 
use. 
Roger Wade Productions, chosen 
to produce the film, utilized a movie 
animation pop-on technique, some 
new art and some of Nylok’s own, 
and brought forth a very good- 


looking picture designed to operate 


on automatic ssf projection ma- 
chines. 
The picture simply dramatized 


the problem of loosening screws, 
~ with 
and with 


and two possible solutions 
conventional fasteners 
Nylok. 

Carl H. Borner, Sales Manager 
of Nylok, outlines the results of the 
film as follows: 

“(1) It provided a visual and 
oral presentation to supplement the 
work of the salesmen. 

(2) Aided in training of sales 
personnel of licensees. 

(3) Appealed to prospective buy- 
ers because it taught while selling. 

(4)) Proved that the initial 
higher cost of the Nylok fastener 
itself was far outweighed by the 
overall savings.” 

All well and good, but did it sell? 
Here is some of the direct business 
the film produced for Nylok: 

Republic Aviation became a large 
volume user of both standard and 
special parts. 

Sikorsky 


the presentation, has become a large 


Aircraft, since seeing 


user of Nylok screws. 

Fairchild Aircraft 
come a steady user. 

Thomas A. Edison, Inc. adapted 
Nylok for use in its Ediphone dic- 
tating equipment. 

DuMont Laboratories, after see- 
ing the film, adapted Nylok for use 
in radar equipment. 


has also be- 


Continental Screw became a Ny- 
lok licensee. 


General Electric now uses a 


variety of Nylok parts in aircraft 
equipment. 

The Nylok story is good proof 
that ACTION in sound slidefilm 
production can go out in the field 
and MAKE SALES. ay 

t * 7 
“This Is Life’ Going Strong 
for Sponsor After 4-Year Run 
* How long can a good film “last” 
as a visual tool? What is the life- 
expectancy of a properly conceived 
and produced motion picture? What 
is the outer-limit of aggressive dis- 
tribution ? 

Answers to these questions regard- 
ing one sponsored film in circula- 
tion since 1951 are indicated in a 
report by the American Meat In- 
stitute. A survey made by A.M.I. 
on its 29-minute color film, This I's 
Life, reveals that when this story of 
meat processing was shown nine 
times on sustaining television dur- 
ing March of this year to an esti- 
mated audience of 648,772, the 
film’s tv bookings reached a total of 
200 for four years and a total esti- 
mated audience of 23,125,430. 

Also during March the Institute’s 
film was shown 843 times to 97,954 
school children in the 48 states and 
the District of Columbia, bringing 
the total four-year school audience 
for the film to 3,420,144. 

Spotlighting its survey with a 
listing of eight new sustaining tv 
bookings for This 1s Life in the last 
week of April and the first week of 
May, the Institute in effect submits 
evidence that there apparently is no 
forseeable saturation point for this 
popular film. 

This Is Life was produced for the 
A.M.1. by Raphael G. Wolff Studios. 
This timeless film has been distribu- 
ted since its inception by Modern 
Talking Pictures Service, Inc. 

* * at 
Repetitive Training With Film 
Pushes Saladmaster’s Sales 
* Saladmaster Sales, Inc. makes a 
kitchen gadget which uses five inter- 
changeable cone-shaped cutters, so 
the housewife can do several jobs 
with the one device. The company 
markets the product across the 
country through 2000 door-to-door 
salesmen. 

Headed by a one-time salesman, 
Harry Lemmons, the firm, which 
started out with a shoe-string capital 
of $9000, is now worth $650,000. 

Here’s how salesmen were trained 
to produce this phenomenal sales 
success, according to Mr. Lemmons: 
“A group of new men in a training 
class will be shown a 30-minute 
(CONTINUED ON PAGE 30) 














THE MYTH 
OF PRICE 
RESISTANCE 





For the average salesman nothing is 


more real — or more troublesome — 


than price resistance. 


How many times has a salesman of 
yours said: ‘‘! could sell more if only 


our prices were lower!!"" 


Yet he’s wrong, dead wrong. 
He believes a myth. A myth that sales 
are lost because his price is too high. 


Price is never the sole factor in a 
turn-down. 
We know it . . . you know it. If only 
he knew it. 


Yet he can when he realizes that 
price is relative to value. Dispel the 


myth of price resistance with: 
“PRIDE IN PRICE” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 


Write for details. 





Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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AWARD WINNING FILMS 
ARE NOT ENGeiters 


Within the past 60 days Dynamic-produced films 
have won 7 major awards in important film festivals 
throughout the country. These awards have been won 
Tamem dle (-maclile(-Mobmachi-veleldi-S Miura 'iellilemiell-teoleelulel . 
tion, human relations, travel, industrial promotion, 


, training and classroom procedyre.. 


BUT THIS. (IS NOT ENG. 


A 7-TaMaslola-Mlaal lelaiolilee © aalelaaliad olaeteltla-tom il lil Malek 7 
proven fully effective in motivating audientes to- 


vel de MoM elgele|tlel Mol aioli Mlol-toR 





IN- OTHER WORDS, 
THEY GET RESULTS... 


surpassed tne 
this is the only 
oT ale Mh ial -tmelalh ama ieh Mnle) 


serve a client. 


"MUM Wey CLM 





| wi 


dynamic films inc. 


NEW YORK e HOUSTON «» HOLLYWOOD 
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ALL-AROUND 


INSPECTION FOR 


DISTORTION-FREE SCREENINGS 


Another reason why 


SYLVANIA PROJECTION LAMPS 


are your best buy 


As usual, Sylvania offers 
you better-than-standard 
lamp performance — in the 
Sylvania line of top-per- 
formance projection lamps. completely free of distor- 
To offer better perform- tion-producing striations 
Lighting + Radio . Electronics . 


ance in your projector— 
Sylvania lamps must meet 
this rigid inspection require- 
ment: the glass must be 


Television . 


to be passed into the hands 
of the user. Another reason 
why Sylvania projection 
lamps are your best buy. 
Sylvania Electric Products Inc., 
1740 Broadway, N. Y. 19, N. Y. 


Atomic Energy 


In Canada: Sylvania Electric (Canada) Ltd., University Tower Bldg., St. Catherine Street, Montreal, P.Q. 


yy S Vv LVA N j A”. - - fastest growing name in sight 


eee el since O}{ )7. es 


the name of 


HOLLYWOOD FILM EVTERPRISES 


has been synonymous with Wii 
a 7 


The OLDEST 16mm Film Laboratory 
is now first with the NEWEST! 


Hollywood Film offers the newest facilities 

in the 16mm field, with advanced methods ond 
special equipment thot enable us to offer 
quality and service unequalled anywhere. 
Included among our new editing services ore 
zero cuts and vorioble length dissolves from 
12 to 96 frames to provide perfect fodes and 
dissolves, without cutting the original scene. 





The Oldest 
and Most 
Experienced 
16mm Film 
Laboratory 


COMPLETE 16mm 
Laboratory Service . .. 


Reduction and Contact Printing 


Negative Developing and 
Reversal Processing 


Release Prints in Color or 
Black-and-White 


Kodachrome Duplicating 
Shipping & Receiving Service 
Free Projection Service 


Free Editing Rooms and 
Storage Vaults 


HOLLYWOOD FILM 
ENTERPRISES, INC. 


6060 SUNSET BOULEVARD 
HOLLYWOOD 28, CALIFORNIA 


| heeping Score 


on Film Results: 


(CONTINUED FROM PAGE 28) 


film demonstrating a Saladmaster. 
The trainer shows the film 
tinuously with no comments. The 


con- 


new men see the same film over and 
over. By the end of the week, they 
will have seen it 40 times. When a 
man has seen a half hour film 40 
times, it is indelibly impressed on 
his mind.” 

Mr. Lemmons thinks this is the 
major reason new salesmen sell 
about 60% of their first calls. 

a ae a 
Slidefilm Helping to Rally 
Ad Men for “Next 50 Years” 
¢ Thirty-thousand members of the 
Advertising Federation of America 
are expected to see a new federation- 
sponsored slidefilm this year. We, 
The People ... ln Advertising, a 25- 
minute film written by Vern Fla- 
dager of Darcy Advertising Co., 
New York, was produced by Chart- 
makers, Inc. It takes the story of 
advertising from 1905 to the pres- 
ent, then opens the curtain on the 
next 50 years of advertising. AFA 
has set a goal of 20 new clubs this 
year. It has gained 60 clubs and 
20,000 new members since 1945, 

The federation has a dozen copies 
of the slidefilm and is arranging 
presentations to its member clubs. 
The federation is located at 330 
West 42nd Street, New York 36. 

4% 4b a 

University, Reela Films Team 
with TV Station for Workshop 

® The University of Miami and Sta- 
WTVJ, Miami, are 
sponsoring a summer television and 
film institute in Miami, July 11 
through July 31. Reela Films, Inc., 
the motion picture producing sub- 
sidiary of WTVJ, will collaborate 
on the film work. 

Although the curriculum of the 
institute includes many aspects of 
standard workshop procedure, it 
will gain special benefits by the use 
facili- 


tion jointly 


of on-the-air commercial tv 
ties in a major station. 
Emphasis will be on _ practical 
production of live tv programs and 
films for television. Most of the in- 
stitute’s sessions, therefore will be 
held in WTVJ’s studios and Reela 
Films studios and laboratories. 
The collaboration in training tv 
and film students began when WTVJ 
went on the air in 1949, The Uni- 
versity of Miami Radio-TV-Film De- 
partment has been working closely 
with the station ever since. 
Accommodations at University 
rates are available on the campus, 
including facilities for families. A 


leaflet of details and answers to 
specific questions can be obtained 
from Dr. Sydney W. Head, Chair- 
man, Radio-TV-Film Department, 
University of Miami, Coral Gables, 
Florida. 

% * * 
Florence Nightingale Story 
Available in Sound Slidefilm 
* The Metropolitan Life Insurance 
Company has announced that Flor- 
ence Nightingale and the Founding 
of Professional Nursing, a new 
35mm sound slidefilm in color, re- 
places the former black-and-white 
silent slidefilm in the Health Hero 
Series. 

Florence Nightingale lighted the 
way for the profession of nursing. 
She is known for her contributions 
to hospital administration, statistics, 
and dietetics and in public health, 
welfare and health education. Her 
influence was evident not only 
throughout the 19th century but her 
productive life reveals what a pro- 
digious effect she had upon succeed- 
ing generations. 

The slidefilm is planned as a 
teaching aid in junior and senior 
high school classes and education 
courses in colleges preparing teach- 
ers for the secondary-school level. 
It can serve to spark study projects 
in various fields and provoke dis- 
cussions on such topics as personal 
and community health, family re- 
lationships, mental health, careers, 
and social progress. It is a means 
of helping students to understand, 
appreciate, and practice healthful 
living. 

The slidefilm is available on loan 
without charge to teachers, adminis- 
trators and other school personnel 
from Metropolitan Life Insurance 
Company, School Health Bureau, 
Health and Welfare Division, 1, 
Madison Ave., New York 10, N.Y. 


* ns * 


Victor Animatograph Moves 

N. Y. Branch to Larger Space 

* Sam G. Rose, president of Victor 
Animatograph Corporation, Daven- 
port, lowa, has announced that in 
line with increased sales, manufac- 
turing and export activities, the Vic- 
tor New York branch office has 
moved to newer and larger quarters 
at 200 West 57th Street, and con- 
solidated with the Victor Latin- 
American Division. 

These increased facilities are un- 
der the supervision of H. O. Jones, 
vice-president, with R. H. Kulka, 
vice - president - in-charge of the 
Latin-American Division. 

Rose said that this move was 
actuated by the introduction of the 
new line of Victor 16mm Sound 
Motion Picture Projectors — the 
Model 65 Series. 
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An idea 
is the greatest force 
for accomplishment... 


cS only if its energy can be released 


in understanding ...in acceptance... 
and in action. ‘ 
We help our clients put the energy of 
ideas to work through the coordinated 
communications programs we produce 


in film and other visual media. 








\ HENRY STRAUSS & CO. 


668 FIFTH AVENUE a ge 
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GEO. W. COLBURN LABORATORY INC. 


464 NORTH WACKER DRIVE*CHICAGO 6 


TELEPHONE STATE 2-7316 
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HI-F/DELITY 
FLAPSACKS 


To ‘‘get-the-point-across a sound slide film 
must be easily viewed and clearly heard. 


Allied’s 21 years of recognized leadership 
and experience in record manufacturing*, 
and the lotest most scientifically 
engineered equipment are the only 
gvorantees to quality, hi-fidelity 
production — the key to superior sound. 


Allied’s volume assures you the lowest 
possible cost...24 hour service 
assures you on-time delivery 


If your taste is for the best... Buy The Best! 
Order your next stack of slide film records 
from Allied. We work from your tape 
or masters, automatic or manual signal 


RIGHT OFF THE REEL 
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churches, parent-teacher organizations, etc. are 
all accessible to immediate print distribution 
via 16mm. 

The point of all this is that the citizen should 
meet today’s bills today through a necessary 
increase in gasoline taxes, As the SATURDAY 
EveENING Post has expressed it editorially, “the 
more pay-as-we-go money that goes into it the 
better. If we can’t cut down our debt charges 
when the country is rolling in prosperity, we 
never can. 

To put it another way, if we can’t demonstrate 
the power of the informational film in a won- 
derful opportunity like this, maybe we never 
will. 

at o at 

National Visual Presentation Association 
Presents Awards in Annual Competition 

* The Sinclair Refining Company took top 
honors with two first awards for visual media 
as members of the National Visual Presentation 
Association announced winners of its annual 
competition for the best visual presentations of 
1954. A sound motion picture The Three Areas 
of Selling was adjudged the best sales training 
motion picture and, in general media for sales 
training, a Sinclair flannel board presentation 
won another first place. Both programs were 
produced by Florez, Inc. 

\ special slidefilm featuring a new means of 
animated (Cellomatic) won the 
NVPA first award among films and slides for 
sales training. The award was received by James 


projection 


*SUPPLYING THE MOST CRITICAL BUYERS IN THE INDUSTRY 


LLI ED RECORD MANUFACTURING COMPANY 


1041 N. LAS PALMAS, HOLLYWOOD, CALIFORNIA «+ HOllywood 9-5107 
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First award in recent National Visual Presentation 
Assn. competition is accepted by James Barsi, vice 
president of Anheuser-Busch, Inc. (second from 
right above). Others participating (left to right): 
Hubert Wilke, v.p. of Howell-Rogin Studios, pro- 
ducer of Cellomatic program; Kinsey Merritt, 
Railway Express Agency v.p. and Walter Brunaver, 
Lily-Tulip Cup exec. and president of the associa- 
tion sponsoring the annual awards. 





Barsi, vice-president of Anheuser-Busch, who 
had used the presentation for the company’s 
annual sales convention in January. The Cello- 
matic technique, developed by the Howell-Rogin 
Studios in New York, was cited for providing 
animation features and optical effects hereto- 
fore possible only with motion pictures. 

A Columbia Broadcasting System motion pic- 
ture won first place among motion pictures for 
direct selling; in the classification of films and 


{( CONTINUED ON PAGE FIFTY -NINE }) 
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Need we say more... 








Val praag productions 


1600 BROADWAY NEW Yorz 19, N.Y. PLAZA 7.2687 





March 11, 1955 





Mr. Louis Feldman 

Tri Art Color Corporation 
245 West SSth Street : 
New York 19, New York 





Your handling, Spirit and willingness to work with us, in 
my opinion, helped make these the finest color Pictures that 
have ever been done for television, Tri Art wil) continue 
to play an ever increasing part in the development of color 


Keep up the 800d work, 





Kindest regards, 


:. Oe 












Let our Tri-Art Color Specialists 
show you how to make prints 
that will do a better selling job. 


WP ca 









detroit offices: 230! dime building, detroit 26, michigan 
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WHAT THIS $50 MILLION DOLLAR PRODUCTION INDUSTRY 
NEEDS IS A NATIONAL BUSINESS DEVELOPMENT PROGRAM 








- A BUSINESS SCREEN EDITORIAL 2 


HILE THE U.S. is building toward a 

500-billion-dollar economy by 1965 

(as predicted in May at the 33rd con 
terence of the National Industrial Advertisers 
Assn. in Washington) what is the leadership of 
the sponsored film production and distribu 
tion business doing about its share of this 
rapidly-expanding gross national product? 

In the past five years, producers have moved 
into television as the key source of most effec 
tive commercials; they are also turning out 
some of the finest documentary IV film shows 
and supplying thousands of hours of sustain 
ing film fare of special usefulness to local 
stations. 

The Initiative for Progress is Yours 

lelevision is one important segment of the 
producer-distributor economy. Theatrical ex 
hibition of both screen ads and sponsored 
short subjects is another. But the lion's share 
of income is derived from direct projection 
as applied in training, marketing, consume 
education and public relations. The ever 
growing number of group-owned 16mm sound 
projectors throughout the U.S. and Canada is 
a relevant economic factor as more prints are 
required to serve free loan requests emanating 
from schools, clubs, church and community 
groups. 

The paradox of all this is that income and 
“prosperity” for the producer and results fon 
his clients are directly affected by all sorts of 
outside influences and not enough by the 
direct action of the men who lead these com 
panies, 

Which Direction Vill You Choose? 

The kind of direction-finding we're talking 
about is based on bonafide research, coopera- 
tive fact-finding, rule-making and organization 
with sound profit motives. This has been a 
$50 million dollar production economy, with 
too little variation, for two or three straight 
vears. It could go DOWN as television's vo 
racious costs devour more of the sponsor's 
budgets; it could also go UP if latent power 
were applied NOW to bring the many avail- 
able facts about the values of good production, 
the kinds and sizes of audiences and channels 
of distribution, the proven effectiveness of 
well-designed training and informational films 
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to the eyes and ears of the men who make 

and control our future business budgets. 
Here are a few examples of the industry 

public relations vacuum now existing: 


Bring the Facts Up to Date 


During 1954, producers, distributors and 
equipment firms largely supported the publi- 
cation of “Dollars and Sense of Business 
Films,” an Association of National Advertisers 
book detailing the case histories of about 67 
large and small film users. This very meritori- 
ous effort cost $30,000 and is now in the hands 
of a lot of people, most of whom received it 
from one or another of these underwriters. 
Now what comes after? Didn’t anything hap- 
pen in 1954? What about the hundreds of 
other firms who might have even more useful 
case histories to offer today? Ever hear of the 
follow-up principle? 

There are at least a thousand or more op- 
portunities each year to present visually the 
the fascinating story of the most interesting 
medium of all —the sponsored film. Ad and 
sales clubs, industry conventions, public rela- 
tions groups, all offer the time and place for 
the showing of a film about films. A few pro- 
ducers have made this sort of thing but that 
isn't acceptable exhibition fare. A group effort 
and top flight production would be cheered. 


Most Business is National in Scope 


The producer who decides that he serves a 
local clientele is a very small potato. Yet pro- 
ducers organize regionally and when they do, 
spend their hard-earned membership dues on 
legal fees and one-horse secretariats, if any. 
This is a workable way to organize but a 
wholly inadequate method of competing with 
other media in this big country of ours. We 
are presently divided and conquered by lack 
of unified thinking and power. 

Ihe buying audience for this medium is 
highly-concentrated among the less than 10,000 
companies which comprise nearly 75% of the 
\merican and Canadian business economy. 
Most important of all are the tremendous 
numbers of friendly allies among executives 
in business and industry who are confirmed 
users of films and who would welcome the 
effects of a soundly-derived national campaign 


to help them awaken top management and 
other influential leaders in business. 

No, this isn’t a job to be done by somebody 
else. It is the opportunity and responsibility 
of the presidents of leading studio organiza- 
tions, national distribution networks, equip- 
ment sales executives, film manufacturers and 
laboratory chiefs. And here’s a brief outline of 
what they can do about it: 

|. Through their present and laudable but 
separate producer associations form a single 
national executive committee with at least 
two delegates and two alternates from each 
group to meet within the next 90 days. 

2. Invite the presence of the heads of the 
several national film distribution companies 
and other directly affected trade groups. 

3. Prepare an agenda of some basic trade 
and public relations activities that are within 
the economic possibilities of the industry. 
Examine the possibilities of trade and con- 
sumer cooperation to advance the cause ol 
the medium. 

t. By an early exchange of correspondence, 
submit principal items affecting the trade po- 
tential of the industry for special report by 
persons within their own staffs or by hired 
experts in any of these fields. 

5. Pool their presently limited but still 
formidable association funds for topflight 
operations in any desired PR direction. 

Organization and Talent Are at Hand 

Let’s not load this effort up with a lot of 
high-sounding phrases. This is a “More Busi- 
ness for Business Films” program of basic, 
practical ideas and worthy of the wonderful 
genius for organization which has made the 
business and educational film producer the 
envy of the whole world. His creative staff 
contains latent talent that could sell iceboxes 
to the Eskimos and probably has. His tech- 
nicians have taken the best from Hollywood 
and made sense out of it. 

But no campaign is worth any more than 
the fundamental on which it is founded. The 
fundamental fact behind this one is that the 
modern sound motion picture, the sound 
slidefilm and other audio and visual tech- 
niques are terribly important to the world of 
business and to the public. They make the 
complex facts of our world more clearly un- 
derstandable. They surmount and supplement 
the now inadequate printed page. They are 
indispensible to our productive system and a 
vital necessity of our defense. 

But they also work magic on the emo- 
tions and intrigue the imagination. The film 
remains man’s most marvelous tool to re- 
create the living image. Now let's take its 
future back from those who would confuse its 
place and its purpose and work a few miracles 
that make sense and make more business for 
everybody concerned. 

It could be worth another $10 or $20 mil- 
lion dollars next year to you and you and you. 


— OHC 
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“BREAST SELF-EXAMINATION” 15 mins 
This film has literally been said “ save a life a 
day.” More than 1,700 prints are cu ly in circula 
tion to audiences of women throughout the country. 
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. AND MANY OTHERS for such sponsors as Amer 
ican Medical Association, American Cancer Society, Merck 
& Co., Parke, Davis & Co., Sharp & Dohme, E. R. Squib! 
AND MANY OTHERS 
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it’s true of your business! 


it’s true of your business-sponsored film! 
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“ GOOD PRODUCT NEEDS G668. DISTRIBUTION 
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NEW YORK JUdson 6-3830 DETROIT TEmple 2-4211 
45 Rockefeller Plaza, New York 20, N. Y. 956 Maccabees Building, Detroit 2, Mich. 





a 






the best 


T were used to be an oft-quoted saying “. . . build a better mousetrap than your neighbor, : 
the world will make a beaten path to your door.” This may have been true once 7 
but we doubt it. 


At any rate this old saw does not apply to today’s business world. Now you need a good 
product, good promotion, and good distribution. 


When it comes to business-sponsored films, the promotion and distribution is the special 
ability that Modern Talking Picture Service brings to your program. 


Modern has been exclusively devoted to the distribution of the sponsored film for many years. 
You can benefit from this experience in handling all kinds of film programs—big and small, 
broad-based and special—for the leading names of American industry. 


What are the advantages we offer you? Here’s one of many— 


@ Modern 16mm distribution is accomplished for the sponsored film through a planned network 
of 28 Modern Talking Picture Service field offices, strategically located in major cities. Plot these 
cities and you find the most efficient marketing map for film distribution ever developed. 


@ 28 Modern offices make your film conveniently available to the audiences you want to reach. 


Film-users prefer to get programs from a source near to them. Distance will inhibit the use 
of your film. 


@ 28 Modern offices means that your film prints spend less time in transit to and from the 


audience—resulting in more bookings from each print than can be obtained by shipping from 
a single point or a few points. 


There are many more advantages of a decentralized network of film exchanges that we could 
name... and there are many points of Modern service and superiority that you should know. 
To get the facts about Modern and how its specialized services will improve your film 
program, get in touch with us at any of the addresses listed below. 








140 E. Ontario Street, Chicago 11, Ill. 612 S. Flower Street, Los Angeles 17, Cal. 











Natunuide service from Modern fiom Lbravits in 26 important pe 





ATLANTA CHARLOTTE DALLAS HOUSTON MEMPHIS New York St. Louis 

BosTON CHICAGO DENVER INDIANAPOLIS MILWAUKEE OMAHA SAN FRANCISCO 
BUFFALO CINCINNATI DETROIT KANsas CITY MINNEAPOLIS PHILADELPHIA SEATTLE 

Cepnar Rapips CLEVELAND HARRISBURG Los ANGELES NEw ORLEANS PITTSBURGH WASHINGTON, D. C. 

















Riding a specially-rigged gangway off the side of a Socony tanker on the Atlantic, the cameraman gets plenty of action. 





n otream: Saga of the Flying Red Horse 


HOUSANDS OF men and 
- women on four continents work 

under the familiar banner of 
the Flying Red Horse. Bringing 
them together in an international 
“family portrait” is anew sound and 
color motion picture of feature- 
length proportions which is about to 
begin a series of employee showings. 
On Stream, produced for the people 
of the Socony Mobil Oil, Magnolia 
and General Petroleum Companies, 
is an 83-minute production. 

Its purpose is to show the full 
scope and size of the organization — 
and to help show every employee 
how his job fits into the vast work- 
ings of these great oil companies. In 
geographical span, in the length and 
breadth of its filmic sequences, On 
Stream sets a notable example of 
modern management's broadest view 
of responsibility in employee rela- 
tions. Nothing exactly like it has 
ever been attempted before: its pur- 
pose could well be emulated by 
many similiar U.S. companies whose 


A Feature-Length Color Picture Spans Four Continents 
Uniting the People Who Serve Under That Familiar Sign 


operations span this continent and 
cross the oceans. 

The film’s camera crews logged 
more than 300,000 miles of travel 
between the first scene (the La Brea 
tar pits at Los Angeles) and the 
last (a helicopter hovering over an 
offshore drilling rig in Texas). They 
brought back more than 100,000 
feet of film. Editing, pruning, trim- 
ming, and splicing brought it down 
to the workable 2.965 feet of the 
final version. But every foot of film 
not used is being carefully edited 
and stored away for future use; out 
of the extra footage will come 
shorter films on specific phases of 
company operations. 

The story of On Stream began 
with a top management. decision. 
The Board of Directors said: “go 
ahead” —and a special motion pic- 
ture committee was formed to be 


Distance was no barrier as cameras covered every phase of Flying Red Horse 











operations from the lobby of General Petroleum’s building in Los Angeles . . 


od 
Bey 





A stately mosque at Istanbul was 
the backdrop for the Red Horse. . . 





headed by Clarence Beesemyer, now 
a special consultant to General Pe- 
troleum. John J. Hennessy, an in- 
dependent film counsellor who has 
been associated with GP film activi- 
ties for many years, was again given 
overall supervision of the new proj- 
ect for the companies. 

The writing of this Flying Red 
Horse family story was assigned to 
Charles A. (Cap) Palmer. Cap 
travelled the first of many thousands 
of miles to study the company’s 
vast operations, to meet its people. 
In the months that followed, the 
outline for the script emerged and 
the job of shooting countless scenes 
began in earnest. 


Cate and McGlone, producers of 
In the Beginning and other com- 
pany-sponsored films, received the 
challenging production assignment 
with Albert Kelley as director. With 
On Stream designed to show the men 
and women of the Flying Red Horse 


(CONTINUED ON THE NEXT PAGE) 


. . . to the shadows of the great pyramids where Cheops looks down on the 
Mena House with the ever-ready Mobil Service pump in the foreground. 













In New York, the director (right) and assistant get set to “shoot” Ernest Utter- 






back, chief mechanical engineer of refinery engineering division. 


o 
Family Portrait: 
(CONTINUED FROM PRECEDING PAGE) 


companies as they are, the big job 
ahead was to do just that. 

Cameramen walked in on a plan- 
ning session for the Mobilgas Econo- 
my Run and shot the table-thump- 
ing, gestures, the consultations with 
maps and charts, the secretary's 
note taking. They rode the bridge of 
a plunging tanker; they shot a well 
as it was spudded in. They covered 
the company at work from Canada’s 
snows to Egypt's deserts. 

And everywhere the cameras went, 
company people pitched in to help 
do the job. Empleyees became in- 
terpreters, production assistants, 
script girls, researchers. 

The “shot list” outline set up by 
Cap Palmer was followed through 


rr 


And in Genoa, Italy, with the ancient city gates built to stand the assaults 


of Barbarossa and Columbus’ boyhood home 


the labs at Paulsboro, the docks at 
Port Socony. It took the crews to 
Istanbul where the Mobilgas sign is 
shadowed by a stately mosque; the 
action embraces Norwegian, Italian, 
German and French operations. 
High over the Thames, cameraman 
Ed McGlone poised on the girders 
of a new Mobilgas refinery going 
up in Coryton, England. 

One of the most dramatic mo- 
ments in the history of the Flying 
Red Horse was re-enacted for the 
film by the 29 men who helped to 
make it—the completion of a giant 
TCC unit which played a key role 
in World War II. 

This U.S. scene “rolled” along 
with a conference on manufacturing 





(lower right) as scenic background, Jack Hennessy and Ed McGlone set up still another sequence for the film. 
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All over the world company people 
helped shoot “On Stream.” The 
script girl above is Samiha Machaat 
of Egypt. In the center scene at the 
left, Guiseppina Oliva of Italy lends 
a helpful and very charming hand. 


problems among overseas refinery 
executives, sequences on the bright 
two-level accounting and credit sec- 
tion in General Petroleum’s new 
building, the switchboard and tele- 
type rooms at 26 Broadway in New 
York (Socony-Mobiloil headquar- 
ters), the labs in Brooklyn. 
Composer-conductor William 
Lava read the script and watched 


































Above: Frau Charlotte Hands, a very 
helpful and likeable script girl and 
interpreter, aids in a German se- 
quence at Deutsche Vacuum Oel.. . 












the still-silent film. Then he wrote 
an original music score to capture 
the hum of the refinery, the vibra- 
tion of the drill rig, the rhythm of 
the stream. Now the parts were 
ready; the film, the script, the 
music, And as drill pipe goes into 
a hole, one stand at a time, so the 
film On Stream finally came to- 
gether, one scene at a time. Artists 
and animation specialists, cutters 
and splicers, music editors and 
sound experts; blending and dub- 
bing, cutting and fitting, testing for 
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An historic Board of Directors’ meeting at 26 Broadway in New York 
was reenacted with Chairman George V. Holton at his familiar place . . . 


color and sound, correcting and 
testing again. 

At last it was ready and in a 
Hollywood projection room more 
than 100 people whose technical 
talents had gone into the film gave 
it a critical preview. Socony- 
Vacuum Oil Company had become 
the Socony-Mobiloil Company, Inc., 
by action of the Board of Directors 
just at release date. Changes were 
made, short sequences were added. 
James Whitmore, who narrates the 
film, came back to complete the as- 
signment and the music was re-set 
to suit the changes. 


Board Approves at Showing 


\ special showing to the Board 
of Directors brought hearty ap- 
proval and the film was ready for 


release printing. Tracks will be cut 





NUMBER 3 VOLUME 


A public relations sequence was shot in the auditorium of the General Pe- 
troleum building as driver testing devices for schools were demonstrated. 


many walks of life, yet all are mem- 
bers of one family under the fa- 
miliar banner of the Flying Red 
Horse. They serve and work to- 


Some of the principals during making of “On Stream” were: (I. to r.) William 
Lava, composer-conductor; John J. Hennessy, supervisor & executive producer; 
Charles A. Palmer, writer & editorial supervisor; producers E. D. McGlone 
and Ted Cate; and W. B. Curtis, General Petroleum public relations head. 


for the languages of every country 
represented as the family of the 
Flying Red Horse meet in true 
family fashion to see themselves, 
their friends and associates and 
through the magic of the screen— 
to seal a bond of understanding. 
For On Stream speaks the uni- 
versal language of many peoples, in 


(Left) The new bronze plaque goes 
up as McGlone and Hennessy shoot 
a sequence on the revised name. 


(Right) Another precarious perch for 
McGlone on the girders of the new 
20-story Thermofor Catalytic Cracker 
at Coryton in England. 
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future and_ thei: 
own, Wherever they live. 


gether for its 


An Example Worth Noting 


On Stream is not a “message” 
film. Its potent force lies in the 
realness of the thousands of Flying 
Red Horse men and women who 
pass through its countless scenes all 
over the world. ‘ 
No attempt was made to preac ha 
company message other than to 
depict the jobs being done, on all 
levels, by different 
tongues, yet very 
much alike. The viewer has the feel 


ing that this documentary evidence 


many 


people 


speaking many 


of worldwide occupations and like 
interests has made a potent contri- 
bution to the cause of international 
peace. 

The Flying Red Horse companies 
are no strangers to the visual medi- 
um. In recent years, such films as 
And Then There Were Four, a hard- 
hitting film on traffic safety, fre- 
quent films on the Mobilgas Econo- 
my Run, and the majestic /n the 
Beginning (based on the geology of 
the Grand Canyon) have been seen 
from coast-to-coast. i 

















Above: modern handling of coke from oven to car in scene from “The Waiting Harvest.” 


“A story and a promise —a story of scientific achievements that have contributed 
much to the development of modern civilization through the production of 
valuable, basic chemicals from once wasted materials — the promise of a vast, 
unrealized potential of things, now unknown, but yet to come . . .” 


—“The Waiting Harvest’ 


Below: here’s a view of present-day coke ovens which preserve basic chemicals in coal. 

































UNITED STATES STEEL 
Patzans S 


The 
Waiting Harvest 


A twenty-three minute film in brilliant color 
on United States Steel's role in 
the production of basic chemicals from coal 


Narrator: Water NewTon 


| hepary DEEP in the black, carbonaceous heart of 


coal is the potential of a vast new wealth for in- 


dustry and the nation. The millions of tons of coal, 


converted to coke for the blast furnaces that supply iron 
to support our economy, are a rich source for basic chemi- 


cals. This new motion picture, produced for United States 


Steel by Wilding Picture Productions, Inc., is the story 


of what has been accomplished in the field of coal chemi- 


cals by that great company. 


Because it lays stress upon the promise of things to 
come, rather than a boast of things accomplished, it 
emphasises that is but the first page in the history of 
chemicals from coal. And so it is appropriately titled 


The Waiting Harvest. 
In 23 minutes The Waiting Harvest traces the history 


of coke-making operations from that early industrial era 
when billowing, black clouds of smoke from bee-hive 
ovens obscured the sun, to the present day coke ovens 
which capture the smoke and channel it into the compli- 
cated processing units where it is converted into a wealth 


of valuable basic chemicals. 


It tells of the bright new world that plastics made — of 
miracle fabrics like nylon — of other wonderful things 
that contribute so much to modern living — and how 


they came into being. 


To photograph actual production scenes the camera 
crews criss-crossed the land — from the Wasatch Moun- 


tains of Utah to the eastern seaboard — from New Eng 


land to the southwest. Animated flow charts illustrate 


how the gaseous materials, given off in the converting 
of coal to coke, pass through the collector mains and 
into giant processing units of the coal chemical plants — 


thus clarifying for the viewer the fashioning of smoke 
gases and vapors into the chemicals basic to the neces 
sities of modern life. 


Distribution of The Waiting Harvest follows long 


established precedent and prints will be available on free 


loan to other industries, engineering groups, schools, etc. 
through U.S. Steel film libraries at New York, Pittsburgh 


Chicago and other cities. The film was made in the new 


negative-positive color. Wye 





* The well-rounded a-v activities of Allis 
Chalmers; a surgical scene during the making 
of an E. R. Squibb picture and a scene from 
On Stream (see page 37) are cover features. 
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Show Them “How to Sell Quality’ 


Theme of New Dartnell Syndicated Sales Film 


* Battle-fatigued, the salesman is 
prone to believe that the hardest 
thing in the world to sell is quality. 
Part of the buying public appears 
not to know that quality exists. Part 
of this public can’t wait to be 
conned. They make selling quality 
all the tougher: they are satisfied 
with a pig-in-a-poke or a shaved 
down item because it is priced 
lower. Quality usually comes high— 
in the moment of transaction. 

This economic fact discomforts 
salesmen who must sell quality prod- 
ucts or services and sell them at 
higher prices. It makes the manu- 
facturers of quality merchandise 
and the providers of quality service 
miserable. 


Produced by Jam Handy 


The Dartnell Corporation, Chica- 
go, which specializes in solving sales 
problems, has helped the better 
products and service exponents meet 
this problem head on with a new 
l6mm_ black/white sound motion 
picture, How to Sell Quality. Based 
on J. C. Aspley’s best-selling book- 
let of the same name, How to Sell 
Quality was produced for Dartnell 
by The Jam Handy Organization, 
Detroit. 

As it moves to make the entire 
sales organization quality-conscious, 
the 26-minute film thrusts at cheap- 
price-quick-sale fixations. It recog- 
nizes that when there are several 
products or services at varying 
prices, salesmen tend to take the 
line of least resistance and sell the 
middle or lower priced item. It 
motivates them to push the higher 
priced, more profitable numbers 
which as a rule give the buyer more 
satisfaction. 


It Takes Selling Know-How 


In the rugged buyer’s market, 
salesmen constantly are pressured 
to cut prices, give longer terms. The 
best salesman sometimes wonders: 
why shouldn’t his company cut 
prices to buck the competition. The 
film helps this salesman realize that 
it is not the price but his lack of 
know-how in selling quality that 
hinders him. 

How to Sell Quality gives pause 
to the salesman who hits a sales 
desert and is tempted to switch to 
a competitor. Salesmen are shown 
that their security and success are 
part of the security and success of 
the company selling a quality line. 
The film also acts as an aid to new 
salesmen who especially need sym- 
pathetic guidance in outselling price 
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sels 


competition. It squarely contradicts 
the cut-price philosophy by assert- 
ing that a quality product has every- 
thing in its favor — including the 
price. 
Available on Rental Basis 

“Dan White,” the salesman-image 
in this lesson is Hugh Beaumont, 
Reed Hadley’s assistant on the Pub- 
lic Defender ty series. The support- 
ing cast are broadway and tv actors. 

While the film was in production, 
Dartnell solicited charter subscrib- 
ers. For $250, the subscriber could 
purchase one print of the film and 
an accompanying kit. Thereafter the 
charter subscriber could buy ad- 
ditional prints at half price. Sub- 
sequently the film has become avail- 
able on a rental basis of $1.00 per 
head for each showing with a $40 
minimum charge. 


Posters and Guide in Kit 


The film kit contains four meet- 
ing room posters — reminders of 
key quality selling techniques and 
a Meeting Guide with instructions 
for conducting a “Selling Quality 
Workshop.” This workshop pro- 
vides for such demonstrations as: 

How salesmen can add up the 
benefits the buyer gets when he uses 
your product or service; What dis- 
appointments go with competitive 
products or services built down to 
a price? How a salesman can 
demonstrate that the greater service 
and satisfaction that go with your 
product or service actually mean a 
lower price in the long run. How a 
salesman can best demonstrate to a 
buyer (assuming the buyer is a 
dealer) that featuring your line will 
multiply his growth opportunities. 

The Dartnell Corporation address 
is 4660 Ravenswood Ave., Chicago 
40, Illinois. 


% we % 


Other Dartnell Sales Films 

* Two other Dartnell sales training 
subjects in 16mm sound are also 
available. Closing the Sale, a 30- 
minute dramatized analysis by Rich- 
ard C. Borden and Prof. Alvin C. 
Busse, gives salesmen and dealers 
practical tips on many effective tech- 
niques on closing the sale and 
making it stay closed. 

Overcoming Objections is the 
other 30-minute title, also featuring 
Borden & Busse in a series of tab- 
leaus which vivify sales-objection 
situations. Both of these films are 
available on rental terms outlined 
above and like How to Sell Quality 
were produced for Dartnell by The 
Jam Handy Organization. a 
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Behind the Scenes of 
“How to Sell Quality” 


“When there are 
several products or 
services in the line at 
varying prices, sales- 
men tend to take the 
line of least resistance 
and sell the middle 

or lower-priced item. 
This film motivates them 
to push the higher- 
priced, more profitable 
numbers .. .” 





“If you have good 
salesmen, possibly com- 
petitors are trying to 
lure them away. 

Every salesman runs 
into a dry spell and 
wonders whether 

to take a job with a 
competitor. ‘How to 
Sell Quality’ shows that 
security and success 
are geared to selling 
a quality line.” 


Re tesce nes 





“In a buyers’ market, 
salesmen are constantly 
exposed to pressure 
to cut prices, give 
longer terms, etc. After 
seeing this film, a 
salesman will realize 
that it is not the price 
but his lack of know- 
how in selling quality 
that is at fault.” 








Slidefilm Matinee Aids Sealy Bedding Sales 


*A complete slidefilm matinee — 
composed of a cartoon, a “news- 
reel” and a feature film — is being 
used to tutor retail dealers and 
salesmen of Sealy, Inc., Chicago, 
bedding manufacturer. 

Presented at dealer training ses- 
sions, the trio of color and sound 
slidefilms bounce their factual sales 
points with theatrical techniques. 
First, an all-cartoon subject with a 
story theme presents the Sealy Pos- 
turepedic Mattress and the sales 
values of the new models. 

The Sealy Posturepedic Foam 
Rubber Mattress is the celebrity in 
the newsreel-style short. Then the 
main feature comes on: the sales 
story behind the Con-Sealy Bed, its 
new construction and buyer ap- 
peal. 

Lawton Crosby, general sales 


manager for Sealy, Inc., supervised 
preparation of the three new films 
which were produced by Sarra, Inc., 
Chicago. The sales-coach films were 
written by Helen A. Krupka. Pho- 
tography and direction was by Ray 
Mueller, special artwork sequences 
by George De Decker. 

Distribution of the slidefilms is 
handled through the Chicago head- 
quarters offices of Sealy, Inc. Ud 
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Sales Ally: Films at J. 1. Case 


Farm Equipment Maker's First Film Released in 1917 


669,.1LM, whether 
motion picture, is definitely 
tailored for our 


soundslide or 


products. Case 
equipment must be demonstrated to 
prove our Actual field 
demonstrations can be balked by 
weather, lack of facilities, by me- 
chanical drawbacks. But these 
demonstrations on film can be 
shown any time and any place.” 


claims. 


This statement is the working con- 
viction of F. A. Wirt, advertising 
manager of the J. 1. Case Company, 
Racine, Wisconsin, which currently 
is celebrating its “golden anniver- 
sary in the visualization of its farm 
equipment. Wirt’s quotation evi- 
dently voices the company’s judg- 
ment of its 50-years in pictorial 
selling because Wirt has led the 
company’s film activities through 
recent decades and Case’s present 
schedule appears to be heading into 
another 50 years of filming. Just 
now Case has six major motion pic- 
ture productions and several sound 
slidefilms in various degrees of 
prospect and production. 

Forge to Farm, a silent motion 
picture, was released in 1917 by 
G. B. Gunlogson, then advertising 
manager for the Case Company. 
The sponsored factory and farm 
subject is said to be one of the first 
industrial films ever produced. 
Twenty-five years later, Case turned 
positively to the use of film as a 
means of projecting its farm prod- 
ucts and better farming methods to 
an international audience. 

Through these 25 years, Case has 
sponsored 60 sound slidefilms and 


more than 50 motion pictures. In 
the last few years, Case has ordered 
scores of television spots to enlarge 
their motion picture coverage. 
Theatre of 40-second 
ation are another 


dur- 
wide-audience 
outlet. The current Case catalog of 
such features number some 60 films. 
chief Wirt —is a 
college professor turned advertising 
executive. After an association with 


shorts 


Case’s film 


Kansas State College as an agricul- 


tural engineer, followed by 


cultural extension 


agri- 
work and sales 
promotion in the east, Wirt took 
over Case advertising responsibili- 
ties. He authorized the first sound 
slidefilm, Building Case Tractors, 
in the belief that “ideas can be put 
across more quickly , more thorough- 
ly through the use of sight as well 
as sound.” 


Atlas Film Corporation of Oak 
Park, Ill., has been assigned a sub- 
stantial portion of Case’s picture 
making by Wirt and his associates. 
Better farming has been encouraged 
by numerous Case-sponsored pic- 
tures. Films dealing with irrigation. 
soil conservation, plowing tech- 
niques and soil enrichment have 
gone before Atlas’ cameras for dis- 
tribution across the land. Particu- 
larly through the war years, when 
material restrictions slowed manu- 
facturing, the Case program, guided 
by Wirt, B. E. Skinner and L. G. 
Samsel, stressed improved farm 
methods rather than pressuring for 
higher sales volume. 

Several educational subjects have 
received blue ribbon awards by the 

























A.S.A.E. committee on extension. 
The production and coordination of 
the expanding Case film program is 
largely Samsel’s responsibility. 
Today, nothing but color motion 
pictures are scheduled by J. I. Case 
Company and some of the slidefilms 
are produced in color. All the films 
are sound productions and many 
employ a graphic story line to spot- 
light such new products as the Case 
“400,” a tractor creation with the 


sweep of contour and color variety 
of a Detroit automobile creation. 
Rural electrification, permitting 
projection of film to the prospective 
customer on the farm, has brought 
the sales room to the rural living 
room. Says Wirt: “Our field men 
report many sales right in the 
parlor. They project the picture to 
the family and write up the order 
before packing their screen and 
projector.” ny 
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A “shocking incident” in “Bradshaw’s Billions” as our hero learns he can’t 
produce a good set of directions without any help from his printer. 


hodak Promotes the Graphic Arts 


“Bradshaw's Billions” Aids Cause of Printed Advertising 


* Today, “graphic arts” virtually is 
a synonym for advertising. The text 
matter that used to be the head and 
body of printed ad matter is now a 
component of a graphic art which 
utilizes space, position, color, pic- 
torial and verbal image to transmit 
its message. 

Eastman Kodak Company, long 
polishing the lens and stirring the 
chemicals, continues to be a leading 
equipment developer in the world 
of graphic advertising. Kodak’s 
latest action in promoting knowl- 
edge and interest in quality illustra- 
tive printing and its use in adver- 
tising is a 25-minute motion picture 
in color, Bradshaw's Billions. The 
“billions” in this film are the fruit 
of graphic arts and suggest the 
wealth which printed advertising 
works to realize. 

Produced on 16mm Commercial 
Kodachrome film by the Eastman 
Kodak Informational Film Division, 
Bradshaw’s Billions Holly- 
wood’s amiable eight-ball, George 


O’Hanlon. alias “Joe McDoakes.” 


stars 






as the inventor-without-profit in an 
educational fantasy. 

“George Bradshaw,” master-mind 
of “George’s Fortaset” and “George 
O—The Drink with a Wink,” makes 
his billions only after he learns the 
sober facts of various printing 
processes and their application in 
advertising his products. When 
George and his informative printer 
friend go all out on an advertising 
campaign, the presses roll out in- 
struction sheets, pennants, labels, 
caps, every sort of display with 
plenty of splash and _ pictures. 
George learns about the whole con- 
cept of graphic arts, not exclusively 
the merits of illustration. The 
printer makes clear the total picture 
of process and layout, of spreading 
the message in 
novelty media. 

Stressing photography’s role in 
graphic arts, which is an oppor- 
tunity to say the sponsor’s, the film 
is reeled at chambers of commerce, 
trade associations and management 
personnel. An idea-comedy rather 
than a technical approach, the 


conventional and 
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Even George Bradshaw’s secretary 
takes a hand in convincing him that 
advertising pays dividends . . . 


movie is planned for showings to 
other groups interested in photogra- 
phy and printing’s part in industry. 

Bradshaw’s Billions may be bor- 
rowed from Camera Club and 
School Service, Eastman Kodak 
Company, Rochester 4, N.Y. a 





New Chase Brass Film 
Pictorial Sales Gem 








Sponsor: Chase Brass & Copper 
Co. 

Title: /n The Chips, 30 min., color, 
produced by Science Pictures, 
Ine. 

* Chase Brass & Copper is the di- 

vision of big Kennecott Copper Co. 

that manufactures brass and copper 

rods, tubes and other shapes for a 

wide diversity of American indus- 

try. 

In this film, the qualities of Chase 
brass become the subject of an ex- 
tensive tour of the company’s manu- 
facturing facilities, where the brass 
is alloyed, cast, and extruded into 
the endless variety of shapes re- 
quired for manufacturing or decor- 
ative purposes. 

The film is designed principally 
for showing to manufacturers of 
copper, brass and bronze finished 
products. It explains the various 
uses of the copper-based alloys, 
shows how these metals can be ma- 
chined with greater ease than any 
other metal, and are rust-proof and 
corrosion resistant. 

To be successful as a motion pic- 
ture, plant films of this type must 
offer more than straight photo- 
graphic scenes of industrial pro- 
cesses. Aside from ordinary good 
picture quality, this film’s director, 
Rene Bras, and photographer Bert 
Shapiro, found much beauty and 
color in the abstract shapes and 
forms of the molten metal at work. 
Their particular forte is macro- 
photography — startling close-ups 
of milling machines and machines 
making tiny chains. ae 
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Safeguarding the Phone Lines 


Unusual Outdoor Production Problems Were Met in New AT&T Film 


HE American Telephone & Tele- 

graph Company, with the many 
units of the Bell System, maintains 
and operates the nation’s telephone 
service with a complex network of 
thousands and thousands of miles 
of underground and aerial cable. 
This system also contributes to the 
wide operation of radio and tele- 
vision stations, and it plays an im- 
portant part in our national security 
and defense. 

In spite of modern construction 
and maintenance, resulting from re- 
search and improvement, there are 
many ways in which service is fre- 
quently interrupted, sometimes for 
entire sections or towns. The prob- 
lem of preventing these accidents 
has always been a very real one, and 
persistent efforts to find the solu- 
tion are constantly being made. 


Aimed to Reduce Accidents 


AT&T has consistently used films 
for many purposes, and appreciates 
the value of their impact on selected 
audiences. It decided to make a 
motion picture which when widely 
shown will help increase the cau- 
tion of those who may come in con- 
tact with either aerial or under- 
ground cables, and thus reduce the 
“mistakes” most frequently made. 

Sound Masters, Inc. of New York 
was selected to be the producer, and 
with its difficult script requirements. 
and months of location shooting in 
many places, a screen story was 
completed, with a worthy purpose 
and a promise of wide accomplish- 
ment. 

Speechless by Mistake, in 3 reels 
of Technicolor shows the many ways 
that telephone service is seriously 




























interrupted by people who, without 
knowing. do things, all too fre- 
quently, which damage aerial and 
underground cable and often seri- 
ously interrupt service. The film 
tells how to avoid such damage. 


Shows a Typical Incident 

Sequences show how a _ proud 
father, while digging a roadside 
trench with a power shovel, strikes 
into an underground cable to cut 
out the televising of his son’s foot- 
ball game, as well as, the telephone 
service of the entire town. A young 
hunter misses a crow only to hit 
and damage the cable on which it 





Uncontrolled brush fires have cut 
phone service for entire towns. 


was perched, and a farmer also 
cooks up a lot of trouble with a 
brush fire under a telephone cable. 

The picture is all-dialogue and 
with scenes nearly all exteriors, 
many difficult production problems 
bedevilled both camera and sound 
crews. 

Most of the action called for di- 
rect voice recording of linemen at 














Sound Masters’ cameras moved up 
to catch unusual angles on damage 
sequences in new A. T. & T. film. 


work on aerial cables, talking with 
people on the ground, men in 
trenches operating power shovels, 
and others out in open fields. These 
were but a few of the locations 
where conventional methods could 
not be used. and “custom-made” 
procedures were resorted to in order 
to secure high quality voice record- 
ing synchronized with picture ac- 
tion in full color. 


Special Equipment Was Devised 

Mike-booms were useless, and it 
Was necessary to conceal special 
microphones on or near the actors. 
At times, the photography was also 
a challenge to the camera crews. 
Off-the-ground shooting of men at 
work on aerial cables required such 
specially devised equipment as ex- 
tension ladders and cranes, as well 
as aerial cameras, without which 
many of the shots called for by the 
script could not have been made. 

Robert S. Taft was project super- 
visor for AT&T; Francis Carter 
Wood, Jr. of Sound Masters was in 
charge of production, Alex Left- 
wich directed and Peaslee Bond was 
on the camera. We 


Telephone line repairs took cameraman Peaslee Bond up in the air for this scene in “Speechless by Mistake.” 










Sharing with IAVA members some of his practical philosophy on successful selling was the well known Bill Gove, vice- 
president of EMC Recordings Corp., who addressed the opening luncheon meeting on April 27, at the Hotel Lowry. 


TAVA Holds Eighth Annual Meeting 


TWIN CITIES MEMBERS ARE HOSTS AT EVENTFUL THREE DAY PROGRAM 


EMBERS OF the Industrial 
M Audio-Visual Association de- 

parted from recent tradition 
as the organization held its eighth 
annual meeting out of the Chicago 
area. Twin Cities’ members were 
the official hosts at this year’s na- 
tional gathering, held at the Hotel 
Lowry, St. Paul, Minn., on April 
26, 27 and 28. This professional 
organization of executives who head 
film departments or supervise audio- 
visual activities within 
America’s largest business concerns, 
heard a well-filled program high- 
lighted by discussions of film pro- 
duction, distribution and technical 


some of 


developments. 


Beach Becomes Eighth President 
Frederick G. Beach, Remington- 
Rand, Inc., was elected president of 











IAVA for the 1955-56 term. Wil- 
liam B. Cox, Santa Fe Railway, is 
the new first vice-president and 
C. R. Coneway, Humble Oil & Re- 
fining Co., is second vice-president 
for the new term. Member votes also 
continued John Hawkinson as treas- 
urer of the organization. 

Alan W. Morrison, Socony Mobil 
Oil Company, Inc., succeeds Don 
Steinke as 


R. C. McCaslin was named assistant 


IAVA’s secretary and 


secretary. The new regional direc- 
tors are: 

Eastern Region: H. L. 
ford, American Telephone & Tele- 
Northern Region: 
Charles A. Fox, Brown & Bigelow; 
Southern Region: M. Stephens Mi- 
randa, 


Vander- 


graph Co.; 


Ine. : 


Yun- 


Industries, 
Anthony P. 


Dresser 


Central Region: 


pF 


- 


ker, Illinois Bell Telephone Co.; 
and Western Region: Bernard A. 
Bailey, Mytinger & Casselberry. 


Fall Meeting Goes to Boston 

The annual fall meeting of IAVA 
will be held in Boston this year on 
October 4, 5, and 6. The Hotel Ken- 
more has been selected for this meet- 
ing. Eastern program arrangements 
are being directed by Al Lytle, 
Raytheon Corp. and Edward Pal- 
mer, New England Telephone Co. 

Charles Shaw, Armour & Co., has 
been named chairman of the Mem- 
bership Committee; chairman of the 
Program Committee for the 1956 
annual meeting is Vic Johnson, 
Standard Oil Company of Indiana. 
Ken Penney, Minnesota Mining & 
Manufacturing Co., is chairman of 
the Publicity Committee and A. H. 







A wide-screen slidefilm presentation of “Project X’ showed how audio-visual activities of member companies could 
be presented for group showings. Mike Ritt of Combined Insurance (back to camera, left) is at Pan-Screen controls 
while Don Smith of Commercial Picture Equipment (right) keeps watchful eye on the screen. 






















A Business Screen Report 
on Professional Activities 


of Business A-V Executives 


Frederick G. Beach, Remington Rand 
Inc. is president-elect of IAVA. 


Livingston, E. 1. duPont de Nemours 
Co., heads the Project Committee. 


Retiring President Is Cited 


Formal presentation of the past 
presidents’ plaque was an event of 
the annual banquet held at the 
Lowry. Joseph S. Schieferly, Stand- 
ard Oil Co. of New Jersey, received 
the honor award from another past 
president, W. M. Bastable, Swift & 
Company. 

At one of the many general ses- 
sions during the 3-day conference, 
members heard Dr. Abram Vander- 
meer, Professor of Education at 
Penn State University outline find- 
ings on film effectiveness during the 
Navy Instructional Research pro- 
gram at that school. Another fea- 
tured speaker was Mr. William 
Gove, vice-president of the EMC 
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In appreciation of many years of 
loyal service as IAVA’s secretary, 
Don Steinke (left) received a hand- 
some silver serving dish from past 
president O. H. Peterson. The pre- 
sentation was one of the highlights 
of JAVA's annual membership din- 
ner in St. Paul last month. 
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Picture Productions, Inc.,  intro- 
duced A, J. Bradford, head of the 
Customer Services Dept. of that 
company. Mr. Bradford delivered a 
very comprehensive report on suc- 
cessful application of the repeating 
16mm motion picture projector. A 
talk on “Training Tomorrow’s Busi- 
ness Film Executive” was presented 
by Paul Lawrence, Motion Picture 
Director in the Audio-Visual Cen- 
ter at Syracuse University. yy 


Historian Jim Craig (General Motors) 
shows retiring president Joe Schie- 
ferly one of the many scrap books 
now being collated as a complete 
record of the organization's proceed- 
ings in past years. 


Recordings Corporation, who ad- 
dressed the opening luncheon ses- 
sion on “You Make the Difference.” 


Mr. Clifford Weake of Wilding 


A film discussion panel with J. T. Hawkinson as moderator (standing) was 
another program feature at St. Paul. Panel members (| to r) are: Ken E. 
Penney; V. H. Hunter; C. H. Shaw; J. W. Bakke; and W. M. Bastable. 


The five men who founded IAVA were present at St. Paul. They are (front 
row, |. to r. R. P. Hogan, Kraft Foods; Paul Lawrence, Syracuse U., formerly 
of International Harvester; W. M. Bastable, Swift & Co. Back row, (I. to r.): 
O. H. Peterson, Standard Oil, Indiana; and O. H. Coelln, Jr., Business Screen. 





Newly-elected IAVA officers for 1955-56 pictured above are: (left to right) 
John Hawkinson, Ill. Central RR., treasurer; Alan W. Morrison, Socony Mobil 
Oil Company, Inc., secretary; William B. Cox, Santa Fe Railway, first vice- 
pres.; and C. R. Coneway, Humble Oil & Refining Co., second vice-pres. 


Pictured at left are new IAVA members inducted at St. Paul: 
left to right, they are Charles B. Gunn, N.Y.N.H & Hartford 
R.R. Co.; George Shusta, Jr., Cleveland Elec. Illuminating Co.; 
and R. W. Bonta, General Electric Co. 


Elected Regional Directors of IAVA were these four men (left to right): Anthony 
P. Yunker (Central Region); Charles A. Fox (Northern Region); Bernard A. 
Bailey (Western Region) and H. L. Vanderford (Eastern Region) 


Discussing projector specifications during annual program were these |AVA 
members: A. H. Livingston, duPont; D. G. Treichler, Socony Mobil Oil Co.; 
Charles Fox, Brown & Bigelow; J. A. Anderson, Brown & Bigelow; and R. B. 
Williams, Ford Motor Company. 








The camera goes where sales are made 


Dealer Ideas SELL In This Script 


Firestone’s National Dealer Council Are “Stars” 
in the Format of Effective Annual Sales Program 


5 ip Firestone Tire & Rubber 
Company, one of the “big four” 
in the rubber industry, is also a 
major supplier of auto equipment 
and home appliances through its 
7000 locally owned, but Firestone- 
franchised stores. 


Firestone annually encourages a 
round-up of new ideas originated by 
7000 
heads are better than one, but be- 
cause ideas that are formulated as 


dealers, not only because 


close as possible to the 


selling 





Above: Nick Neff, chairman of Fire- 
stone Dealer Council, makes a point 
with sincere conviction in the com- 
pany’s annual sales program. 


* + Bia 


Right: Dealers made convincing ac- 
tors as actual members of Firestone 
National Dealer Council were feo- 
tured in the annual meeting film. 
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counter have been found particular- 
ly effective. 

These ideas or suggestions are 
submitted to Division Councils, 
made up of dealers from the vari- 
ous districts in each Division 
they tell of successful sales experi- 
ences and systems of operation 
Firestone and 
the dealers themselves. These sug- 


originated both by 


gestions found worthy of further 
experiment are in turn submitted to 
a Firestone National Dealer Council 
elected by the dealers themselves. 


Approve 24 Suggestions 

This year, from the mass of sales 
and efhicient store operation sug- 
gestions received from dealers, the 
Firestone National Dealer Council 
approved 24 major suggestions 
which were incorporated in six sell- 
ing stories that could be told to all 
dealers with great effect at the an- 


a typical Firestone dealer layout was the setting. 


nual spring meetings held at 70 
locations throughout the country. 
Firestone has found, in past years, 
that to dramatize these sales meet- 
ings and put across tested ideas 
most successfully, nothing can do 
the job like motion pictures. The 
company feels that a mere recita- 
tion of selling points by speakers, 
regardless of how good they are, is 


little better than just mailing out 


booklets. 


Dramatized for Real Impact 


The motion picture, and Fire- 
stone's big dealer film, in particular, 
are thoroughly dramatized for maxi- 
mum 


impact and “carry-home” 
qualities that provide remembrance 
all through the year. Details of im- 
plementation of the suggestions can 
come easily through the printed 
word, but unless the idea is origi- 
nally sold by such a dramatic medi- 
um as the motion picture, the moti- 
vation to try the new 


often be lacking. 


ideas can 


Firestone’s film this year, pro- 
duced, as in past years, by Owen 
Murphy Productions, Inc., contained 





New & Current Films 
That Highlight Promotion 
Campaigns This Spring 





several actual case histories of what 
a Firestone Franchise and its dealer- 
helps can do to push a store to the 
forefront of competition. The basic 
format of the film consisted of a 
meeting of the Firestone National 
Dealer Council, all played with great 
conviction by the actual members 
of the Council, themselves, sitting 
around a table and batting out the 
ideas that had worked for them and 
for their fellow dealers in the vari- 
ous regions. These embodied such 
methods as Gaining Consumer Satis- 
faction, Effective Sales and Mer- 
chandising Plans, New Sales Train- 
ing Methods, How To Sell Truck 
Tires, Best Ways of Inventory and 
Stock Control, and How to Service 
the New Tubeless Tires. Each idea 
was thrown open for discussion and 
then illustrated by an on-the-spot 
case history, proving that the dealer 
suggestion had really done the job. 


Use Two Hours of Film 

Firestone’s meetings incorporate 
about two hours of film in the day’s 
session. In addition to the “big” 
picture, dealers are greeted in a 
short film by H. D. Tompkins, Vice 
President in Charge of Sales, who 
speaks on the progress of America 
and the expanding markets of the 
future which are waiting for enter- 
prising businessmen. 

Firestone dealers have become so 
fired-up about the annual meeting 
film in past years that this year ar- 
rangements have been made _ to 
travel the film to many of the stores 
so dealers can inspire their own 
salesmen with the proved success of 
the 1955 dealers’ suggestions. ig 
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International Harvester Pix 
in Demand for Dealer Use 


*Two new l6mm Kodachrome 
films, Packaged Pastures and Three 
Big Harvest Benefits, have been re- 
leased to International Harvester 
dealers and the demand for more 
prints is reported to exceed by far 
the number estimated to fill re- 
quests. There now are 200 color 
prints of these films in circulation. 

These two pictures, produced by 
Reid H. Ray Film Industries dur- 
ing 1954, feature the new 45 and 
55 Balers and the No. 140 and 141 
Combines. Action scenes cover har- 
vesting activities in Illinois, Arkan- 
sas, Kansas and Montana. 

Each film runs for about 14 
minutes. sg 
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Tape units and high-speed printer perform in IBM’s new color sales film. 


Electronics’ Future in Figures 


New IBM Film Shows Useful Role of Electronic Data Equipment 


Sponsor: International Business 
Machines Corp. 

Title: Direct Line to Decision, 22 
min., color, produced by Raphael 
G. Wolff Studios, Inc. 


* Acquisition wars against speed, 
yet speed is necessary to acquisition. 
Even a fledgling business nowadays 
finds itself in a valley of data 

external and internal information 
to be codified, correlated, compu- 
ted and redistributed. Called by 
its many categorical names, this 
data-digesting-disseminating process 
always spells multiple effort, time 
and money. Until the advent of 
electronic brains, business men 
seem doomed to an ever deepening 
valley of clerical fodder. For many 
businesses, the walls of this paper 
valley can become an avalanche: 
when the management cannot af- 
ford sufficient hands to hold back 
the landslide, the business is buried. 


Shortens Time, Saves Labor 


Larger businesses and industries 
which must handle massive figures 
are discovering how so-called “elec- 
tronic brains” can reel out the dif- 
ference between operational loss 
and gain in the area of computation. 
These discoveries are being repeated 
for the education of other busi- 
nesses in a Direct Line to Decision, 
the latest sales film sponsored by 
International Business Machines. 

Star performer in this documen- 
tary of numbers is the IBM 700- 
Series Electronic Data Processing 
Machine which may be used in in- 
dustry to speed computation and 
clerical work. The machine is not 
inexpensive but it is designed to cut 
operational time and cost with an 


NUMBER 3 + VOLUME 


‘e- 


efficiency and dispatch that stuns 
the statistical imagination. This film 
does not make its pitch dependent 
on the customary claims that such 
machines can do “work that 





Scene in IBM's “Direct Line” 
produced by R. G. Wolff Studios 


would take 600 men with 600 calcu- 
lations 600 years to do.” 

The superman tradition is not 
slighted but the film’s main empha- 
sis is: here’s a machine that can do 
a hard, time-space-clerk consuming 
job for you and do it fast. The pho- 
tography does its own subtle job 
for the superman tradition as the 
viewer sees rows of man-high mag- 
netic tape units, their recording 
heads responding behind glass win- 
dows to a console which looks 
like an abacus turned organ. The 
demonstrators are model personnel 

-conventionally dressed, quietly 
modern. Yet as they tend the 
mathematical monoliths in the large 
show room with its saucer-vented 
ceiling and as the pleasant clerk 
buttons a unit which prints out 
1090 lines of data per minute, the 
viewer may appreciate that in a 
sense a certain kind of space opera 
has become a reality. 

Serving people in ordinary cos- 


1955 


tume is a mechanical task force of 
fact-binders. Soldiers of this force 
can do the major work of central- 
ized bookkeeping for industrial 
firms with many branch plants. The 
Electronic Data Processing Machine 
can be used in check computation 
and writing, record keeping. It can 
handle the mounds of statistics ac- 
cumulated by banks and insurance 
companies. 


Expedites Plane Production 


The film cites the mass attack 
made by a Data Processing Ma- 
chine in an aircraft company. By 
its rapid-fire computation of mathe- 
matical data necessary for checking 
performance characteristics of a 
new model plane, the machine en- 
abled the manufacturer to get the 
new plane certificated six months 
sooner than previous methods al- 
lowed. 

Direct Line to Decision is a film 
that a business man looking cold- 
eyed for facts should appreciate. 
It brings the sky-high facts of elec- 
tronic capability down to earth 





where business. for the most part, 
is conducted. It shows the machine 
not coming from another planet 
but being manufactured component 





* 


This high-speed IBM printer can turn 
out up to 1,000 lines per minute of 
complex data. 


part-by-part ‘by familiar earthmen 
in an IBM factory. 

The film is available from any 
IBM office for showings to groups 
of accountants, business managers 
and other figure-conscious audiences 

people who form the direct ad- 
visory line to the decisions of po- 
tential Data Machine customers. 


“The Right Touch” Proves Pleasant Contribution 
From IBM to Aid Recruiting of Office Personnel 


Sponsor: International Business 
Machines Corp. 


Title: The Right Touch, 18 min.., 

color, produced by Edmund Tate. 
*IBM’s new film, an activity of 
the company’s electric typewriter 
division, is a cute bit of fluff rigged 
up to inveigle bright girls into the 
business of “office work.” 

The premise is one that office 
managers all over are enthusiastic 
about. The New York News re- 
cently reported that employment 
agencies have 15 to 20 jobs avail- 
able in office work for every appli- 
cant. Girls say they are “not in- 
terested” in $50 a week jobs “just 
pounding a typewriter all day.” 


Below: Jeffrey Lynn (left) discusses 
script on set with H. W. Miller, Jr., 
sales manager of IBM's electric type- 
writer division. 








Above: Cathy O’Donnell plays fea- 
tured role in “The Right Touch.” 


They want more interesting work. 
IBM’s film goes on to show that 
qwertyuiop is only part of the re- 


gime in an office. The girls — and 
pretty Hollywood — starlet, Cathy 
O'Donnell in particular are soon 


making like Ann Sothern and solv- 
ing all their boss’s problems, 


Where Prospects Can Get It 

This film. being distributed by 
IBM's film library in Endicott, 
N.Y.. was made with style, as befits 
it future audience. It’s a good 
movie. Jeffrey Lynn, erstwhile big 
name in movies, is the inter- 
locutor. ad: 

Where to Get IBM Films 

® Apply to IBM offices in your city 
or write the Film Library, Interna- 
tional Business Machines, Endicott, 


New York. 
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Civilian film library directors, located at Army headquarters and major train- 
ing installations, advise Army training personnel on available films for specific 
needs; visit classrooms to assist in training film utilization and demonstrate new 
equipment and techniques as they are developed for military training needs. 
All photos on these pages U.S. Army Photographs. 


Film Histribution in the Army 


Training, Orientation and Informational Films Reach 
Military Personnel Worldwide Through 260 Exchanges 


IKE THE BOX-OFFICE in the- 
L atrical production—Army film 
distribution is the payoff. To 
Nathan Bedford For- 


rest,” “If you don’t show ‘em, they 


paraphrase 


ain't no good to nobody.” In the 
Army, however, the returns are not 
dollars but human lives — combat 
efficiency —the know-how that spells 
life or death in battle. 


Film 


spreads the production of the Signal 


Distribution in the Army 


Corps Pictorial Center world-wide 


wherever there are American sol- 


diers to be trained. oriented. and 


*Nathan Bedford Forrest w 


General to whom the 


is the Contederat« 
famous remark “Get 


there Fustest with the Mostest” is attributed 


Army Film Distribution Operations: Booking of 
prints requires careful coordination to insure maxi- 
mum utilization while eliminating any possible 
duplication of training film print orders. 


informed, It is an integral link in 
servicing the Army Training Pro- 
gram—supplying some 260 central 
and sub-exchanges with a variety of 
informa- 


training. indoctrination. 


tion and education films. These 


films are used by military instruc- 
tors at all levels in the continuous 
training of more than one million 
active duty Army personnel, Re- 
serve and National Guard compon- 
ents. It is organized and geared to 
meet peacetime needs and Mobiliza- 
tion Day requirements. 


The payoff in time. effort. and 


money spent on producing Army 
training films comes when the 


trainee learns. To achieve its teach- 


Film Library personnel are 
paedias” on all matters pertaining to films. They 
offer advisory service to Army training instructors; 
must know film content, related references. 


by James A Moses, Chief, Film Distribution & Utilization Branch 





Army Pictorial Service Division, Office of the Chief Signal Officer 


ing mission, the training film must 
be made available with projection 
equipment at the right time in the 
right place, and exhibited under 
conditions conducive to learning. 
Since the primary objective is a 
better trained soldier, the Army 
must be concerned with the utiliza- 
tion as well as the distribution prob- 
lem — a problem which is not nor- 
mally the concern of commercial 
film distributors. 


Four Functions in Distribution 


Distribution is one of four equal- 
ly important functions: Distribu- 
Exhibition, Utilization and 
Evaluation. Hence, the word “dis- 
tribution,” as it pertains to this 
particular function within the De- 
partment of the 


tion, 


includes 
many more operations than simply 


Army, 


distributing prints from one point 
to another. 

The Distribution and Utilization 
program with the 
delivery of a print and projection 
equipment to an 


does not stop 
instructor. The 
Post Director follows the print into 
the classroom to check on physical 
projection arrangements, and ad- 
vise instructors on _ presentation 
techniques. The Film & Equipment 
Exchange Directors are highly 
trained audio-visual educational 
specialists. Their consultations 
with training personnel are aug- 
Instructor Orientation 
Courses conducted by the exchanges. 


mented by 


Since there is a large turnover in 
military training personnel, the In- 
structor Orientation Program is 
continuous to insure greater audi- 


ence learning from each film. 
Thorough Followup on Films 
The utilization aspects of the pro- 
gram are concerned not only with 
presentation techniques, but in col- 
lecting and analyzing utilization in- 


“walking encyclo- 


formation for the film sponsoring 
agency, the production agency, and 
the film distribution agency. This 
utilization information is obtained 
from a Quarterly Film Library 
Report, and from instructor and 
trainee-audience reaction surveys. 
Information about Army-wide 
prints and showings is transferred 
from individual exchange reports 
to IBM cards in the Office of the 
Chief Signal Officer. Consolidated 
reports are prepared which show at 
a glance, film titles, number of 
prints of each title, location of all 
prints, and the number of showings 





Above: Central Film Libraries coordi- 
nate film shipments between post film 
activities, serve as efficient control 
centers. 


per subject. This provides informa- 
tion for reallocating prints and as 
feed-back information for analysis 
and evaluation to help determine 
future requirements and improve 
future production and 
techniques. 


utilization 


The distribution pattern for each 
new film is determined at Depart- 
ment of Army level where consider- 
ation is 


given recommendations 


Post Film Libraries feature over-the-counter service 
to Army training units on the Post and the Civilian 
Components and other authorized units within 
their service area. 
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from the film’s sponsoring agency, 
Office, Chief Army Field Forces and 
Assistant Chief of Staff, G-3. The 
distribution pattern is then set up 
by Army Pictorial Service Division 
of the Office of the Chief Signal Of- 
ficer, establishing the type of pri- 
mary and secondary military audi- 
ence the film must reach. This 
distribution pattern is then for- 
warded to the Signal Corps Pictorial 
Center on Long Island. The Dis- 
tribution Division of SCPC then 
picks up the ball, determining the 
required number of prints. Prints 
are then shipped to appropriate 
Signal Corps Film & Equipment Ex- 
changes throughout the world 
wherever our troops are stationed. 

System Assures Maximum Use 

The Film & Equipment Exchange 
System insures maximum use of all 
prints and projection equipment. 
Each Army area in this country and 
each overseas command has one 
Central Film & Equipment Exchange 
under control of the Signal Officer. 
Within each area or overseas com- 
mand are sub-exchanges located in 
camps, posts and stations where 
training is conducted. 

The sub-exchange, the working 
unit of the system, is usually headed 
by a highly qualified audio-visual 
educational specialist. It is respon- 
sible for lending film and equip- 
ment, maintaining these materials, 
training projectionists, and con- 
ducting an advisory program to in- 
sure that potential users of exchange 
materials know of their availability 
and how to make use of them. 

The Post Signal Officers maintain 
administrative control of these sub- 
exchanges, but technical control re- 
mains with the Army or oversea 
command Signal Officer and is 
exercised through the Central Film 
& Equipment Exchanges. This tight 
control permits Signal Officers of 
an Army or oversea command to 
shift prints and projection equip- 
ment promptly from one sub- 





exchange to another to accommo- 
date shifts in the military popula- 
tion serviced. Thus, maximum usage 
of prints is maintained and econo- 
my results. 

Efficient and rapid reallocation of 
prints to meet the need of shifting 
military population requires that 
the Central Exchanges and Distribu- 
tion Division of the Signal Corps 





Above: Graduates of the 16mm Pro- 
jectionist Schools receive Certificate 
of Completion and Official U.S. Army 
16mm Projectionist License. 


Pictorial Center have immediate 
knowledge of each print’s location 
and how it is being used. This in- 
formation is supplied by the quar- 
terly Film Exchange Report from 
each central and sub-exchange, list- 
ing all prints on hand together with 
the number of times each print was 
shown during the report period. 


Met Korean Crisis Swiftly 


The efficient organization and 
flexibility of the Signal Corps film 
distribution system was proved dur- 
ing the recent UN action in Korea. 
The sudden demand of a greatly ex- 
panded training program was met 
by reallocating prints and equip- 
ment to newly created exchanges 
which had to be set up practically 
overnight. 

Completely equipped exchanges 
moved into Korea along with the 
troops. An exchange was set up for 


Even when specific prints are used several times during a single day, films are 
returned to Film Library for rewinding, inspection between each issue. 


AP AAAS 
AAS = 


a OE 


‘i il vd 4 
hey) 


}\\ 
uaa “-- 
ee 


























Setting up 16mm sound projectors (JAN Model) for operation during a 
practical exercise period for students in a U.S. Army Signal Corps Projec- 
tionist School. All major Signal Corps Film Libraries operate weekly projec- 
tionist school where 40-hour course is offered. 


the Republic of Korea Army under 
supervision of our own distribution 
system. Large numbers of U.S. Army 
training films were rescored in the 
Korean language and given wide 
use throughout the ROK Army. At 
that time there were approximately 
15 exchanges set up in the Far East 
Command—Japan and Korea. 


Training Films for NATO 


During this same period our 
Armed Forces Europe were in- 
creased to meet NATO commit- 
ments, creating the need for ad- 
ditional training film and _ projec- 
tion equipment. This expanded situ- 
ation, involving two important and 
widely separated areas, was success- 
fully met by our distribution sys- 
tem. There was an immediate need 
for training films rescored in many 
languages. The rescoring job was 
accomplished expeditiously and 
prints were released in French, 
German, Turkish, Greek, Italian, 
Spanish and Portuguese. In addi- 
tion films were rescored for the 
Chinese Nationalists and our allies 


in the Mutual Defense Assistance 
Program. 

Throughout World War II and to 
the present, we have provided train- 
700 subjects re- 


in Spanish, and almost the 


ing films on some 
scored 
same number in Portuguese, for 
fourteen Latin American countries. 
Distribution exchanges for these 
films are under control of U.S. - Mili- 
tary Attaches assigned to U.S. Eim- 
bassies. There are 17 ps bal A 
in Central and South America, each 
co-ordinated through the Central 
Film & Equipment Exchange of the 
U.S, Caribbean Defense Command. 


Keeping the Exchanges Informed 


Although a print of every subject 

not distributed to each exchange, 
information concerning new re- 
leases is provided exchanges prior 
to initial distribution. This infor- 
mation is disseminated through an 
Initial Distribution Letter issued by 
Distribution Division, SCPC, and 
Monthly Information Bulletins. The 
exchanges, making use of local pub- 


(CONTINUED ON PAGE 62) 


Periodic cleanings and thorough inspection and repair services help hold 
percentages of unserviceable film in Army use to low figure. 
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Ingenious planning of a boy's clubroom “studio” enabled producer Nat 
Campus to film the play activities of youngsters in natural, unposed squences. 


Rare Skill and Understanding Help Create 


Films About Children 


i ing 21-YEAR PROFESSIONAL 
career of producer Nat Campus 
dates back to his first films of 1934 
in the surgical field. Since that time 
he has created and participated in 
the production of hundreds of mo- 


























This sensitive youngster appeared 
in “Activity Group Therapy.” 


CG, or 


tion pictures for business and 
industry and the ever-widening area 
of welfare services. It was his medi- 
cal background which, in fact, led 
Campus to the welfare and institu- 
tional fields. Since those early years 
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The “Candid Clubroom” 


* Both hidden camera and hidden 
microphone techniques were used to 
film Activity Group Therapy over a 
period. The clubroom 
above was an_ especially-designed 


two-year 


area which carried a contractor's 
name on the door. Through this 
device and the careful concealment 
of equipment, the youngsters never 
realized they were being filmed. 
\n area was set apart for opera- 
tional equipment and all observa- 
tions and filming was done through 
turret-like openings of special one- 
way glass. tt’ 


his interests have broadened with 


his experience and growing facili- 


ties in Manhattan. Today he serves 
a clientele that ranges from Benja- 
min Moore paints and Chas. Pfizer 
Laboratories to such _ well-known 
groups as the Play Schools Associa- 
tion and the Lexington School for 
the Deaf. His film for the Lexington 
School That the Deaf May Speak 
reveals a rare artistry in capturing 
the candid reactions and fascinating 
features of children. 

One of Campus’ films, Citizens of 
Tomorrow, was made a decade ago 
for the Boys’ Clubs of America. It 
is still “going strong” in telling the 
story of this vital urban group 
activity. But still another picture 
Activity Group Therapy illustrates 
the special skills, patience and un- 
derstanding with which he works. 

In this film, a group of 10-year 
old boys were studied over a period 
of two years in a “clubroom” set- 
ting. with a psychotherapist in at- 
tendance. The fluidity and continu- 
ity achieved in this film have been 
specially commended. 

The youngsters who appeared in 
Activity Group Therapy were never 
conscious of being camera subjects. 
The “candid clubroom” described 
and sketched below was constructed 



































especially for this purpose. Open- 
ings behind metal screens in col- 
umns concealed hidden microphones 
hung at the children’s level and 
designed to pick up their voices 
and room sounds. 

Ordinarily awkward and shy be- 
fore the camera, the children who 
appear in these Campus productions 
are very real, very human and 
totally un-selfconscious. As he him- 
self would put it, neither Nat Cam- 
pus or any of his staff suffer from 
the “Hollywood” complex. They 
neither act nor look like “movie” 
people, discourage smoking on the 
set and emphasize the importance 
of gaining the subjects’ confidence. 

The well-accepted Lexington 
School film was actually the begin- 
ning of a long-term (10-year) study 
of these children. This complete 
study will show the growth of the 
children on emotional, physical and 
language levels. It should be a 
monumental offering. 

There’s Color in Your Life, just 
completed for the Benjamin Moore 
Company, utilizes minature and 
life-size room interiors entirely de- 
void of people. That’s an indication 
of the well-rounded and versatile 
character of this company. lg 


“And So They Grow” 
a Film on Play Schools 


Sponsor: Play Schools Associ- 
ation. 

Title: And So They Grow, 28 min., 
color, produced by Campus Film 
Productions. 


* “Play Schools” are a growing 
phenomenom in the life of many 
youngsters. Important not only for 
those with working parents unable 
to supervise play periods, or for 
children hemmed in by the brick 
canyons of the big city, play schools 
aim to provide experiences in living 
together and “getting along” with 


The play school is a modern urban phenomenon of special importance these 
crowded, busy days. A candid scene in the film “And So They Grow.” 



































































































































“That the Deaf May Speak” was produced for New York's 
Lexington School for the Deaf. This Campus film has unusual 
warmth and appeal which has won it widespread acclaim. 


their contemporaries for children of 
diverse backgrounds. 

A guiding hand to this program 
is the Play School Association which 
provides assistance to the various 
groups—schools, communities, day- 
care centers, child care institutions, 
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Picture of concentration as this young 
artist works on a painting. 


hospitals, housing developments, ete. 
engaged in the play school move- 
ment. 

In this film, a group of nine year 
old children are observed in a play 
school — a year-round “laboratory” 
play school at Public School 125, 
Manhattan, New York City. The 
film was photographed at regular 
intervals throughout the year, and 


shows how the children develop and 
learn through adult-supervised play. 
It explains that play — to an adult 

is a temporary surcease from re- 
sponsibility. To a child, it is the 
pathway 
way of learning. 


toward responsibility, a 


Captures Natural Reactions 

Throughout the year, as the chil- 
dren go from one group project to 
another — sewing, painting, read- 
ing, or building a shack clubhouse 
on the roof —the film is remark- 
able in the way the children act as 
unselfconscious performers. Yet, 
this was not made with hidden- 
camera techniques. It was, instead, 
a job of being there in the play 
school and watching and waiting to 
capture the spirit of the children’s 
activities. Fourteen hours and 31 
minutes worth of footage was dis- 
carded in making the 28 minute 
motion picture. 


How to Obtain This Film 

And So They Grow is available 
from Campus Film Productions, 14 
East 53rd Street. New York, in 
color: rental $10, sale $200; or in 
b w: rental $6, sale $75. It will be 
a requisite for civic and school 
groups interested in play schools as 
a part of their communities. at 


The uninhibited happiness of a child, marveling at one of nature’s secrets, 








is glimpsed in “And So They Grow” lensed with patience and _ skill. 









































SHOE SALES PROMOTION 


Science of Human Gait 
Shown by Shoe Maker 


Sponsor: Endicott Johnson Corpo- 
ration. 


Title: The Last Story, 13 min., 
color, produced by Victor Kay- 
fetz Productions, Inc. 


* Human locomotion—getting from 
place to place by walking—is one of 
the most mysterious, though com- 
monplace, of our daily activities. It 
is the subject of a new film which 
tells about the foot problems of 
“fallen arches”, “flat feet”, and 
other symptoms of the nearly uni- 
versal foot condition known tech- 
nically as pronation. 

The film recreates a 30-year basic 
research project of the Gait Labora- 
tory of the University of Rochester’s 
School of Medicine. The research 
findings, previously known only toa 
limited group in the field of ortho- 
pedic medicine and to executives of 
Endicott Johnson, are presented to 
the public for the first time. The 
most important discoveries of the 
Gait Lab are presented in a non- 
medical and simple manner using 
animation techniques to explain the 
inner workings of the human leg 
and foot. 

The scientists felt that their work 
could only be considered complete 
when the benefits were mad= avail- 
able to the largest number of people. 
So, the film reports the case history 
of close cooperation between a uni- 
versity research project aud one 
American industry. It shows how 
E-J Guide Step shoes are being 
made in quantity oriduction in the 
Gait Lab’s new functional last. 

B/w and color prints for tele- 
vision or group showings are avail- 
able from Kayfetz Productions, 
1780 Broadway, New York. 

As a part of the E-J Guide Step 
sales promotion program, a 13- 
minute film sequel in color has been 
made by Kayfetz for company show- 
ings to the salesmen, customers and 
retailers in the shoe industry. First 
showings are taking place at Spring 
Sales meetings within the E-J sales 
organization. This portion of the 
film is based on a motivational re- 
search project directed by Dr. 
Ernest Dichter of the Institute for 
Research in Mass Motivation. It re- 
ports the results of a survey on the 
attitudes and habits of shoe buyers. 
The innermost feelings of the con- 
sumer toward shoe purchasing as 
revealed by psychoanalytical depth 
interviews are shown in humorous 
cartoon animation. Vy 









MOLDING PUBLIC OPINION 


Bid for Voter Support 
—Niagara Power Issue 


Sponsor: New York State Power 
Authority and New York State 
Council of Parks. 


Title: Power and Parks at Niagara 
Falls, 13 min., co‘or, produced by 
Information Productions, Ine. 


* Back of this film is a plan pro- 
mulgated by New York State’s 
ubiquitous public servant, Robert 
Moses, to harness more of the power 
potential of the Niagara River and 
at the same time beautify the Ameri- 
can side of the river by building a 
public park. Opposed 
public operation of the proposed 
power plant 


at least to 


are the private elec- 
tric power companies, which want 
to do the job themselves. 
Eventually, the voters will decide 
the issue, but meanwhile, Mr. Moses 
and the two state agencies are pre- 
senting their viewpoint in this film. 
It describes the visits of two young 
couples to the Falls — the Houghs 
from Massachusetts and the Talbots 
from Ontario. 
The film 


couple’s point of view, the great 


shows, from each 


difference between the American 
and the Canadian sides of the river. 
Niagara Falls, Canadian side, is a 
magnificent, well kept park, with 
fine roads and scenic attractions. 
The American route to the Falls 
lies through acres of smoky fae- 
tories and back alleys piled with 
rubbish. 

The Power and Park agencies, as 
pictured in the film, plan to co- 
operate by building a trench to di- 
vert water from the power project 
and use the fill obtained to make a 
park and roadway along the river 
equal in beauty to the Canadian 
side. 

A good point in Power and 
Parks . . . is that it tells its story 
to a large extent visually, and with- 
out high-powered oratory. It will be 
shown throughout the state — in 
theatres, to civic and service groups, 
and over television. In some cases, 
the film will be accompanied by a 
trailer featuring Mr. Moses, who 
will speak for the project with a 
“harder sell” than is presented in 


this film. Wy 
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Good pictorial angle from MPO’s 
new color film on “The Mercury.” 


Selling American 


Sponsor: American Airlines, Inc. 


Title: The Mercury, 30 min., color, 
produced by MPO Productions, 
Inc. 


* This new picture on air travel 
goes “back-of-the-scenes” in show- 
ing the many activities of dozens oi 
operating departments to carry a 
passenger safely and comfortably 
from coast-to-coast. 

The Mercury, which is named 
after Airlines’ 
transcontinental 
flights, opens on the pre-flight activi- 
ties which play such an important 
part in air travel 
of reservations through great busi- 
ness machines which keep track of 
18,000 
people a day that travel via AA; the 
work of inspection and cleaning be- 
fore each flight; the preparation of 


one of American 


crack non-stop 


the processing 


the accommodations for 


Case Histories of New 
& Current Sponsored Films 


meals — 8700 a day throughout the 
system. 

As the crew checks in, the film 
looks at weather forecasting, pre- 
take-off engine and control checks, 
radio and radar operations, and the 
dozens of other jobs by thousands 
of AA people which are constantly 
going on to fly an airplane to its 
destination in routine fashion. 

Good photographic shots are 
“under the fuselage” scenes of land- 
ings and take-offs, and mid-air pic- 
tures of clouds, cities and the Grand 
Canyon. Narration, by Joe Julian, 


is in his usual warm, friendly 


style. ty 


U. S. Coast Guard Tells the 
Career Story of Its Officers 
* Various phases of the career of 
an officer in the U.S. Coast Guard 
are depicted in Coast Guard Officer, 
a l6mm color film produced for the 
U.S.Coast Guard. 

The 


for public information purposes as 


14-minute film is intended 
well as cadet procurement. Released 
in April, the film is cleared for 
television and may be scheduled on 
Chief, Public Informa- 
United States Coast 
Washington 25, D.C., or 
Coast Guard district offices. 


request to: 
tion Division, 


Guard, 


Story Behind Spode China 

* Copeland & Thompson, Inc., has 
released a new film on Spode China. 
The 27-minute film combines locally 
photographed footage with Spode 
films made in England. It tells why 
Spode is called “bone” china: bones 
are ground up to mix with the clay. 
The film is a Transfilm, Inc. pro- 


duction in color. Ue 


It takes thousands of American Airlines’ personnel like this control tower crew 
to assure the comfort and safety of the Mercury's transcontinental flight. 
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Take Your Town 


Sponsor: Outdoor Lighting De- 
partment of General Electric Com- 
pany. 


Title: Out of Darkness, 26 min., 
b/w, produced by The March of 


Time. 


* Because many of General Elec- 
tric Company’s products function 
to provide power and light they 
must be sold twice. First they must 
be sold to the public as an ideal 
answer to a necessity, then as actual 
products to those who specify and 
supply electric power. 

Among G.E.’s prime sales targets 
are the public utility companies. To 
increase the business of the utilities 
and thereby to increase the share of 
G.E. products which the utilities 
employ, the manufacturer’s Outdoor 
Lighting Department is using Out 
of Darkness as the public motiva- 
ting element in the Street Lighting 
segment of G.E.’s More Power to 
America Program. This campaign, 
in which motion pictures long have 
played a central part, works to 
stimulate wider use of electricity in 
industry, in the community and on 
the farm and to create a favorable 
impression of G.E. as a source of 
beneficial products. Keyed to the 
sponsor's street light drive is a 
booklet of persuasive community 
lighting statistics with advice on 
dramatizing the drive locally. 

Introduced at simultaneous pre- 
mieres in New York and Chicago, 
April 6, Out of Darkness was re- 
leased to do its job of more-street- 
light stimulation on May 1. It is 
available on a one-time loan basis 
for showing by civic groups through 
General Electric Apparatus Sales 
offices throughout the nation. It will 
be available for television. While 
the film circulates on community 
request, it likewise may be borrowed 
by salesmen and others officially or 
commercially concerned with the 
advancement of street lighting. 

Out of Darkness struck the re- 
viewer as an uneven production. At 
the initial showing it suffered, 
particularly in the first sequence, 
from hollow sound — possibly a 
local projection or accoustical dif- 
ficulty. The sure-fire subject matter 
of crime and accidental tragedy was 
but briefly realized in this portrayal 
which had to make several points 
swifty. Yet the conventional script, 
the ordinary photography and 
gradually built characterizations 
manage to tell a story that may 
make audiences react in a way ulti- 
mately profitable to the sponsor. 

Pegged on the claim that “less 
than 10% of the nation’s streets are 


“Dut of Harkness” 





A scene in “Out of Darkness” 


adequately lighted.” quick visual 
suggestions of violence and blind 
calamity transpire in the night to 
remind the audience of the evil and 
catastrophe which darkness abets. 
Stress on sponsor points ranges 
from subtle to the pounding obvi- 
One obvious, almost self- 
satirical bit was memorable: the 
smug squad cop waxing nostalgic 
as he squints up at the flickering 
lamppost installed when he was 
doing the charleston . “They 
don’t throw much light but they 
sure are pretty.” 

When terror is headlined in the 
“Fort Butler” newspaper, the city 
manager tries to arouse his com- 
munity to the dangers of poorly lit 
streets and travels to study better 
lighting in safer, more prosperous 
cities. He is rebuked by a tax-hating 
newspaper editor. Even the merch- 
ants who want a brighter night 
business district can’t convince the 
editor that new street lights are 
anything but waste of the public’s 
money. Darkness serves to seriously 
injure one of the editor’s newsboys. 
“I couldn’t see,” the truck driver 
weeps —and the editor sees the 
light. 

Cinching the sponsor’s argument 
is a scene which combines emotional 
and intellectual impact —the old 
editor alone at his typewriter “eat- 
ing crow” for tomorrow’s edition. 
Real life opponents of lighting im- 
provement may think twice before 
they assume his role. In the last 
sequence, the new street lights come 
on strong amid public fanfare as 
the recovered newsboy, Tiny Tim- 
like on his crutches, throws the 
switch. 

Without naming the samples, the 
film spreads its brand of light with 
shots of new G.E. fixtures including 
large fluorescent tubes which go far 
to turn night into day. Besides 
opening the eyes of the individual 
taxpaying citizen, Out of Darkness 
is designed to fit into special com- 
munity campaigns and direct sales 
situations which need “more illumi- 
nation.” mg 


ous. 
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How other firms are improving 
business with pictures 





Bringing statistics to life 


For some of the country's top advertisers, 
the Schwerin Research Corporation sur- 
veys TV and industrial film audiences. “Sta- 
tistical presentations can be boring with- 
out the aid of some dramatic tool,” says 
Horace S. Schwerin. “So we bring ours to 
life with color slides. And for smooth pres- 
entations, Kodaslide Master Model Projec- 
tor is our favorite piece of equipment.” 





“Photographs are our chief selling 
tool,” says industrial model builder 


“Good photographs are the best selling 
tool we've found to sell the realism and 
detail of our scale models, which we make 
to aid industrial plant design and construc- 
tion,” says Donald L. Atkins, president of 
Atkins & Merrill, Inc. “We use both Koda- 
chrome slides, made with a Kodak Retina 
Camera, and color stereo slides in our 
sales presentations. We have found the 
stereo slides especially convincing, because 
their three-dimensional quality shows our 
models with amazing realism.” 





Cowles Dissolver Co. simplifies 





If you’re looking for a more dynamic sales tool . . . 
You can profit from this movie success 
of the American Air Filter Company 


Three years ago, the American Air Filter 
Company of Louisville, Ky., decided to use 
movies to get the story of their Unit Venti- 
lators to architects, engineers, and school 
officials. Their 16mm. color sound film 
“Design for Learning,” produced by Wild- 
ing Pictures Corporation of Chicago, has 
been tremendously successful. Advertis- 
ing Manager Robert F. DeLay writes: 
“The film has given us an entrée into once- 
closed offices and meetings. Our salesmen 
call it their ‘ticket through closed doors.’ 
“And our sales of Unit Ventilators have 
been climbing steadily since we started 
using the movie... with many $7,000 to 
$10,000 orders directly traceable to this 
amazingly effective sales tool.” 
Which projector? “We tried several makes,” 
says DeLay, “before equipping our men 


with Kodascope Pageant 16mm. Sound 
Projectors. Compactness, ease of thread- 
ing, and maintenance-free operation due to 
permanent pre-lubrication sold us on the 
Pageant. And our Pageants have certainly 
delivered this performance.” 

Chances are good that movies can help 
write a similar success story for you, too. 
If you’d like background information for 
movie planning, send the coupon for a copy 
of “Motion Pictures: Aids in Business and 
Education.” And we'll also be glad to send 
you a copy of a new color 
catalog on Kodascope 
Pageant Sound Projectors. 
There are six Pageant 
models—and one of them 
is just right for your movie 
requirements. 
































engineering with new-type film a a ne eR RASS ee ne a 
‘Sittin witindhaisubentiiiinitns tee | EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 5-47 
chinery in a customer's plant, we need de- | — please send me the name of nearest Kedak Audio-Visval Dealer and complete information on 
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“Photographs showing these details save | 16mm. Sound Projectors [1] Kodaslide Projectors and Table Viewers [_] Kodak Miniature Cam- 
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“But many of our installations are in 
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Kodak Tri-X Film which pulls the details out | COMPANY. 
of shadows without special lighting.” | STREET 
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FOREMAN GOT TO His FEET Just as 
A the lights came on. He waved a 
heavy piece of metal over his head. 

Either the film is wrong, or we're 
all wrong,” he said. “I think we're all 
wrong.”’. 

\ heated discussion began in the 
Styrian dialect. A disrespectful worker 
hooted, and an engineer became en 
tangled in technical syntax. 

“Take a look at this hunk of 
metal,” the foreman persisted. “It’s 
been messed up and half the work 
pieces come through like that. The 
movie has it right. I think we can 
learn a lot from this film.” 

The managing director ended the 
plan. Re 


search engineers would make a 


discussion with a simple 


thoroagh investigation and take cor 
rective steps if the old method was 
proved wrong 


Film’s Data Was Right 
This scene took place in the cafe 
teria of the Wagner & Steel 
Works in Graz in the Austrian 
province of Styria. The firm is a lead 
ing manufacturer of steel tools and 
machines. The argument started after 


Biro 


a technical film, Uses and Abuses of 
Twist Drills, was 


workers and engineers by the Aus 


shown to plant 
trian Productivity Center mobile film 
projection unit. 

Subsequent investigation proved 
the film correct. The managing direc 
tor sent a hurry call for a copy for a 
second performance. Using it as a 
guide, foremen and workers were care 
fully instructed in the proper use of 
twist drills. The result was a major 
improvement in the operation and a 
substantial reduction in spoilage. 


An Inventory of Progress 

The Austrian Productivity Center 
provides a channel of communication 
hetween highly developed factories in 
the United States and small Austrian 
workshops. The film service section is 
a function of the center which also 
maintains a question and-answer sery 
ice, distributes technical information 
and other services supporting the pro 
cluctivity effort. 

The film section has grown enorm 
ously since it began in 1950 with a 
few technical and documentary films 
in its loan library. The department 
now has 114 l6mm movie projectors 
28 filmstrip projectors, 2,623 copies ol 
654 short films and 500 copies of 157 
filmstrips. 

The APC has two mobil 
tion units, one of which was used at 
Wagner & Biro's plant. The mobile 
units are 


projec 


Delahaye film trucks out 
fitted with auxiliary power units and 
all the equipment necessary for film 
showings. 

The aim of the film service is to 


help increase productivity in specifi 




















AUDIO-VISUAL PROGRAM AIDS PRODUCTION AS 


Austria Strengthens Her Economy 


Average 4,000 Showings Annually for Factories and Farms 


technical, business and agricultural 


operations. The service also shows 
documentaries to brighten film pro- 
grams that might otherwise be too 
technical for 


rigorously worker ot! 


peasant audiences. 

\ few of the film titles illustrate the 
range of subjects provided by the 
service. Included are: Molding with 
a Split Pattern, Fork Truck, Ideas at 
Work, Making of a 24-Sheet Poster, 
Safety in the Shop, Life of the Soil, 
More Milk, Making a 
Pattern with a Horizontal Core, and 


Grass Drying, 


Reading a Drawing of a Valve Bon- 


net 


Largest Library in Country 


The APC 
technical film library in 


film library is the largest 
Austria. Re- 
quests for specific films pour in from 
universities and technical schools, 
from factories and agricultural 
chambers, and from professional 
groups such as engineering societies. 

\ brewers’ group requested films 
latest brewery methods for a 
\ leader in the 
\ustrian wood products industry saw 


conference in June. 


a film on a technical assistance trip to 
the United States and requested a 
copy of it to show his business col 


leagues. 


Since 1952 the average annual audi 
ence for these technical films has been 
550,000, representing an average of 


four thousand showings yearly. 

The first mobile unit began oper- 
ating in May 1952, and the second 
month. For this 
first part-year, the trucks 


films to an audience of 22,487. Al- 


followed the next 


brought 


though the film truck audience made 
up only a comparatively small part of 
the 550,000 total technical film audi 
ence, it represents carefully selected 
groups which saw films that were ex 
plained in detail by productivity cen 
ter ¢ xpe rts 


Agricultural Groups Served 


Emphasis is placed on agricultural 
subjects and audiences. The film 
trucks often follow up an afternoon's 
factory performance with an eve 
ning’s showing to a farm group. A 
third of the mobile unit’s audience is 
made up of peasants and agricultural 


students 


Comments from agricultural groups 
are highly favorable but tempered 
with caution. A country peasant o1 
ganization wrote the PAC, “The film, 
Correct Milking, won an enthusiastic 
response from our people. They were 
particularly impressed by the illustra- 
t-oas of the interior of a cow's udder, 

cientific element of great value in 
studying the subject of milking. As 


far as the other film, Grass Drying 


Machines, is concerned, we would like 
to know what the machines cost.” 
The Salzburg Chamber of Agricul- 
ture wrote: “Forest Wealth went over 
very well, and How to Grow Hogs 
and Modern Poultry 
received. The 
chicken diseases was pitched on too 


Raising were 


also. well movie on 
much of a scientific level to be shown 
to peasants.” 

The first film produced by the Aus- 
trian Productivity Center was in the 
field of forestry. It's title, The Forest 

Our Joy, Our Responsibility, indi 
cates the importance of forestry in the 
Austria. Wood 
and wood products account for a 


general economy of 


third of the country’s exports. 


\ new 
veloped by APC experts in coopera 


technique of logging de 


tion with forestry leaders in Austria 
and other countries is portrayed. The 
Man 


places the stress on individual logging 


so-called “One Team” system 


work. Because incentive pay is the 
rule, productivity goes up when a 
logger finds his pay scale dependent 
on his individual efforts. 


50% Increase in Output 


The APC has already helped train 
1,000 loggers. The result is a 50 per 
cent increase in efhiciency and pay for 
the individual forest worker. The film 
also illustrates other phases of the 
\PC forestry program such as the use 
of lime, tree-thinning and modern log 
transport techniques. 


Ten copies of the film were made 
for showings to forestry workers and 
officials. Footage was shown in all the 
movie theaters in Austria as a part ol 
regular news reels. A special verison 
was cut for distribution to newsreel 
theaters, and another version is being 
prepared for regular movie houses. 

The APC is also engaged in: pro 
ducing a film on materials handling 
designed to fit the Austrian scene to 
films on the 


supplement American 


same subject. Generally, the Ameri 
can films have been produced by pri 
vate American firms to boost the 
equipment they sell and they place 
emphasis on mechanization which 
Austria with its small plants cannot 


afford. 


Full Range of Materials 


The film section is also developing 
the use of other materials of the 
field to reinforce the 
productivity message. The section is 
preparing a series of leaflets to be 
passed out at film performances. 
These explain the technical points of 
the movies 


audio-visual 


shown, serve as study 


guides and “refresher” material. 
The section also makes sound tapes 


to accompany some unsynchronized 
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English-language films. These can 
only be used where a tape machine is 
available for the film showing. The 
tapes have proved useful in the mo- 
bile units and for special invitational 
showings in the Productivity Center. 

Filmstrip distribution is another 
part of the section’s work. The first 
28 filmstrip projectors have been 
loaned out and the increasing num- 
bers of strips received are being dis- 
tributed. The strips are . powerful 
audio-visual elements and a single 
strip used by an effective lecturer is 
often as effective as a short film. 


Filmstrips in Production 


The section is working on a series 
of strips to be produced in Austria. 
One on materials handling will cover 
the same ground as a film on the same 
subject. Other subjects include plant 
lighting, clerical equipment, 
productivity in the household, quality 
control, corrosion prevention, and the 


waste, 


worker and his working place. 
Another part of the film 
program is the training of competent 


SCTVICE 


technical 
equipment available. The section set 


personnel to handle the 


up a training course for movie pro 
jector operators last fall in coopera- 
tion with the Austrian Federal Dis 
tribution Office. The course included 
series of lectures and practical lessons 
in projector use and maintenance. 
APC personnel and people from 
APC 


projectors attended the course. Six- 


other organizations that borrow 


tecn operators were trained 

The film section lists new films each 
month in the “Schluessel”, the APC 
newspaper with a circulation ol 
125,000. A pamphlet explaining the 
News- 
paper coverage, particularly of the 
film trucks in the provincial areas, 
has been generous. 


service is widely distributed. 


The arrival of a 
mobile unit in a small community is 
always a major news event. Technical 
and trade publications also carry film 
coverage, 


Other Results Are Noted 


Practical results, like the case of the 
foreman and the spoiled work piece, 
are encouraging. For example, seven 
plants, led by the Steyr-Daimler-Puch 
Motorcycle and Truck Manufactur 
ing Company, began experimenting 
with electro painting after their of 
ficials had seen a film on the subject. 
Phe Elin Electric Equipment Manu 
facturing Company, a leoding Aus 
trian firm, was influenced by a techni- 
cal film called High Frequency Induc 
tion Heating. The company ofhcial 
who saw it now plans to use a system 
in a new building Elin is construct 
ing. , 

Many results are often difficult to 
determine. Films loaned to other or- 
ganizations are usually returned with 
thanks, but the results are seldom re- 
ported. Other effects fuse into the 
general attitude toward productivity, 
which has become a household word 
in Austria. 

The film 
(CONTINUED ON 
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ONE-STOP SOURCE for FILM PRODUCTION EQUIPT. 


‘8.05. 16mm ACTION VIEWER fo spot 


Assures Big, Bright, Clear Pictures = 
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ller-smooth action is posi 
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Productivity in Austria 


(CONTINUED FROM PAGE 54) 


management experts engaged in the 
Austrian textile industry by provid- 
ing films showing modern textile 
manufacture. An APC effort to im- 
prove efficiency in Austrian foundries 
got effective help from films provided 
by the film service. 

The Productivity and Technical 
Assistance Division of the Mutual 
Security Agency loaned the projec 
tors, film trucks and the great bulk of 
films. A film program has been 
worked out by the PTAD that best 
fits Austria’s needs. Close connections 
are also maintained with other Euro 
pean countries, particularly Ger 
many. The exchange of films with 
German productivity groups is made 
easier by the common language. 


Sponsored by U.S. Firms 

The majority of films received by 
the APC were produced by private 
firms in the United States. The proc 
ess that brought them to Austria be 
gan with their selection in the United 
States. Inspection copies were sent in 
groups to Austria. The film section 
set up a board of viewers for each 
round of films, selecting experts in 
particular fields. The films were then 
rated in terms of excellence and re 
levancy to Austrian needs and 
selected filras were sent to Berlin for 
German synchronization. The Ger 
man language versions have been ex 
cellently done. 

FOA—and now the European Pro 
ductivity Agency —has consistently 
fostered the development of the film 
section. Films accompanied the first 
steps made in the productivity effort 
in Austria. An initial action of the 
APC was sparked by an American 
consultant assigned to Austria for the 
job, The joint effort resulted in a 
sharp productivity improvement in a 
West Austrian textile plant. The first 
move of the American consultant was 
to set up showings of the film, /deas 
at Work, for the textile officials. 


Doubles Coal Production 
\nother joint American- Austrian 
effort, increasing productivity in Aus 
trian coal mines, was similarly sup 
ported by films. Leon F. Grouse, an 
American coal expert, helped Austria 
to more than double the production 
of one mine in six months, and in co 
operation with APC experts achieved 
important successes in other mines. 
To lessen resistance to changes he 
sent film trucks with films illustrating 
American mining methods to eight 
coal mines. In less than a week, more 
than 1,100 miners and mining of 
ficials had seen the films. 

The audio-visual activities of the 
Austrian Productivity Center are now 
closely coordinated with the Visual 
Aids Section of the EPA. This has 
resulted in a coordinated exchange of 
information and material. This co 
ordinated effort also provides for the 
exchange of experiences and the sery 
ices of specialists. In April 1954, the 
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APC organized a three day seminar 
to study the use of audio-visual aids 
as communication tools for industry. 
The professional staff for this seminar 
was provided by the European Pro- 
ductivity Agency as part of a utiliza- 
tion project. The participants were 
training officers of industrial firms, 


association and government institu- 
tions. 


Technical films are providing many 
eloquent answers to old doubts in 
Austria. A clear picture of a better 
way to do things is hard to refute. 
Many die-hard Austrians who have 
remained impervious to reperts of 
other methods have allowed them- 
selves to be persuaded to new ways 
after seeing them performed on the 
screen. » 








Trainings Basic in the Balkans 


U.S. Technical Films Are Popular Fare in Yugoslavia 


N YuGosLavia, the phrase “back 
stare the defense effort” entails 
much more than bringing in raw ma 
terials to sustain the civilian economy. 
Backstopping the defense effort 
means helping Yugoslavia produce 
more goods in the most efficient way 
and in the shortest possible time. It 
means showing a welder the proper 
angle to hold the welding rod, the 
worker in the plastic plant the nu- 
ances of injection molding press, the 
farmer the high yield of hybrid corn. 

One of the best methods of accom- 
plishing the task in the shortest possi- 
ble time is through the use of the 
technical film. Hundreds of technical 
films were available several 
years ago by MSA's Productivity and 
Technical 


made 


Assistance Division. The 
greater part of the distribution was 
channeled through the Yugoslav gov 
ernment and its regional technical 
assistance ofhces and productivity de- 
velopment boards. 


More Equipment Was Needed 


Yugoslavia, the size of New York 
and Pennsylvania together, has very 
few sound projectors and does not 
manufacture its own. There are only 
957 theatres in Yugoslavia, 130 of 
which have 16mm _ projectors. Added 
to this are another 175 16mm projec- 
tors in clubs, industrial and agricul- 
tural associations. The total is ap- 
proximately 305 16mm projectors for 
a country of 16 million people. 

PTAD has therefore lent projectors 
to factories and technical groups with 
the goal of adding at least 100 to the 
available supply. Projectors were also 
placed in machine tool factories, ship 
building yards, steel mills, mines and 


agricultural institutes. Every projec 





Above: instructor shows trainee how to thread 
16mm projector during FOA Technical As- 
sistance training course in Belgrade. 


tor was loaned with the understand- 
ing that it will be available to groups 
in nearby areas. 

Additional machines were put at 
the disposition of industrial foremen 
in Yugoslavia working under the 
U.N.’s International Labor Office pro- 
gram to increase middie-management 
skills. Knowledge of the effective use 
of technical films as an industrial 
training device was thereby increased 
and otherwise inaccessible elements of 
the population reached directly. 


USIS Also Showed Films 


Supplementing this program, tech- 
nical films were shown by the United 
States Information Service -through 
its information centers in Belgrade 
and Zagreb, the two largest cities in 
the country, and Novi Sad, in the 
heart of the agricultural area. A mo- 
bile film unit toured the rugged 
country, coming back to its base in 
Belgrade only for maintenance. 


One of the principal borrowers of 
technical films from the information 
centers has been the “Narodna Teh- 
nika” or “People’s Technical Group.” 
Narodna Tehnika operates in all of 
the six republics of Yugoslavia and 
has more than 4,600 clubs, which de- 
vote themselves to technical educa- 
tion. The members, all of whom at- 
tend meetings in their free time, are 
usually employed full-time, and their 
ages range from eighteen up to thirty. 
Total membership is approximately 
500,000. 

The clubs have “graduate” radio 


repairmen, electricians, machinists, 


tanners, machine tool operators, and 
the clubs have supplied complete 
“cadres” to new factories. Club mem- 
bers, on their own initiative, brought 





Then the trainee has to do it blindfolded as 
the Yugoslavian instructor gives him the criti- 
cal eye. 





electrification to 22 rural villages. A 
team from the Celje club introduced 
productivity practices to an enameled- 
utensil plant, which almost immedi- 
ately increased its output by 43%. 

In these Narodna Tehnika clubs, 
American technical films have been 
featured attractions. To ensure care 
and correct operation of its projec- 
tors, PTAD in Belgrade has instituted 
training courses for Yugoslav projec- 
tor operators. Eight potential oper- 
ators are brought into Belgrade for 
each course, which lasts six days. The 
operators are instructed on Bell and 
Howell and Victor equipment. When 
an operator finishes the course, he is 
almost able to disassemble and as- 
semble a projector blindfolded. 

Language is a problem in Yugo- 
slavia. There are four main languages 
in the country: Serbian, Croatian, 
Slovenian and Macedonian. While all 
these tongues are members of the 
Slavic group and are similar to one 
another, each has its distinctive quali- 
ties as well as several dialects. To doa 
sound-tracking operation in each of 
the four languages for every title 
would be time-consuming and expen- 
sive. 


Magnetic Striping of Films 

It was decided to use Serbo-Croat, 
a combination of Serbian and Croat- 
ian, which is considered the “literary 
language” and which is understood 
by nearly everyone in the country. 
Sound-tracking is done in European 
studios under the direction of PTAD’s 
Paris headquarters, and on the spot at 
Zagreb in northern Yugoslavia. The 
feasibility of using magnetic striping 
processes for sound-tracking the films 
is being explored. 

The selection of the titles to be 
ordered for Serbo-Croat sound-track- 
ing is made carefully. Belgrade re- 
ceives “rounds” of films which are 
initially screened and prepared by 
PTAD’s technical media section in 
Paris. As each round, sometimes con- 
sisting of as many as 20 films, is re- 
ceived, it is immediately screened by 
a panel of experts drawn from perti- 
nent sectors of Yugoslavia’s industry 
and agriculture. Members of the MSA 
Mission staff in Belgrade and film 
specialists from the Yugoslav Federal 
Documentation Center sit with the 
panel. me 
Epiror’s Note: These articles on 
the early development of the Tech- 
nical Assistance Program in Austria, 
Yugoslavia and Turkey supplement 
our Issue 2, Vol. 16. This coverage, 
however, is based on 1953 and early 
1954 material and a good many 
changes since that time will have 
altered the scene. * 
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Turkey Builds 


Visual Program 


ISUAL EDUCATION IN TuRKEY had 
V: late start, but this handicap is 
rapidly being overcome. Two years 
ago Turkey had nothing with which 
to start a visual education system ex- 
cept the hope of some aid from the 
Mutual Security Agency and other 
foreign groups then operating infor- 
mation services in the country. 

Before launching their program, | 
the Turks took a good look around to 
see what was happening in other 
countries. The Turkish Ministry of 
Education sent six men to study tech- 
nical media in England, Germany, 
Austria and Italy. The most successful 
techniques and the most practical 
equipment used in Europe were 
synthesized into a plan to fit the 
characteristics and needs of their own 
country. 

Turkey is roughly 1,000 miles wide 
and 400 miles from north to south. 
The area is divided into 63 states and 
460 counties. The state capitals range 
in population from 1,250,000: down to 
3,000 people. County seats are small 
towns. Four out of five of Turkey's 
20 million people live in 40,000 small 
agricultural villages. 


Villages Lack Electricity 

Most of the cities and towns are 
electrified, but few villages have pow- 
er. A rapidly expanding national 
roads system is linking the state capi- 
tals and towns with hard-surfaced, all- 
weather roads, but many villages re- 
main inaccessible by motor vehicle 
except for trucks and jeeps. Almost 
half of Turkey's 40,000 villages have 
primary schools, which are being 
built at the rate of 2,000 a year. Nor- 
mal schools, junior high schools, high 
schools, agricultural schools and tech- 
nical schools are scattered through- 
out the country. 

The Turks decided on an ambiti- 
ous plan to meet the needs of all their 
people. A National Teaching Films 
Center was established in Ankara, the 
nation’s capital, to service thirteen 
regional teaching films centers. Each 
of these centers services sub-centers 
in the state capital in their respec- 
tive areas. The sub-centers service 
branches in each of the 460 county 
seats. 





Personnel Is Expanding 

The national center now has a staff 
of ten full-time specialists. They have 
produced six films and several sets of 
slides. Ten more films and several 
more sets of slides are on the drawing 
boards. ‘Technical media specialists 
have been trained to direct the 13 
regional centers and 12 of the sub- 
centers. The other 38 sub-center di- | 
rectors are scheduled for appointment 
and training this year, as well as 18 
people to operate mobile units. 

The 13 regional centers have been | 
operating since September, 1953. | 





Each has motion picture and filmstrip 
(CONTINUED ON PAGE 60) 
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: 1” Sarceor, 


we depend on 


AMPRO projectors’ 


—Gloria Allen 


Sales Training Director, Sportswear Divisions 
Jantzen, Inc. 


Vivid training films boost Jantzen sales, 
but tight travel schedules leave no 
room for equipment failures, resched- 
uled runs. Every showing must tell the 
story in fast and foolproof fashion, so 
on the road, Jantzen uses Ampro pro- 
jectors. In the Jantzen plant, Ampro’s 
brilliant screen image and faithful 
sound reproduction bring all the 
message of industrial training films to 
everyone who sees them. 

Jantzen is one of the thousands of 
companies who use Ampro projectors 
. .. each one to tell a story, present an 
idea or solve a problem. Consider the 
many ways in which motion pictures 
can perform for your organization. 
Call your Ampro audio-visual dealer 
to arrange for a no-obligation demon- 
stration of how Ampro projectors can 
serve your needs. 


Frog, “Screen Adventures" booklet lists no- 
cost and low rental films you can use! 325 ideas 
for business, clubs, education. Mail coupon for 
your free copy now. 


Ampro Corporation 


2835 N. WESTERN AVENUE 
CHICAGO 18, ILLINOIS 


Gentlemen: 


Without obligation, please send me a copy of “Screen 
Adventures,"’ your picked list of 325 16mm films with synopses, 


running times and suggestions. for use. 
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The Film in European Productivity 


HOW THE TECHNICAL ASSISTANCE FILM PROGRAM WAS EXPEDITED 


RAINING FILM utilization has become an 
a tad part of the European industrial 
and agricultural programs, thanks to the 
helping hand of American industry and a hard- 
working corps of European and American pro- 
ductivity experts who helped in this and other 


phases of the Technical Assistance Program 
abroad. 
In this issue of Business SCREEN, reports 


covering the advent of training films and visual 
techniques in three additional countries round 
out an editorial project which included nine 
other European nations in our preceding issue. 
The reports from Austria, Turkey and Yugo- 
slavia date from 1953 and are valuable only be- 
cause they complete the pattern of cooperation 
which has sped economic recovery abroad and 
in so doing, bulwarked the defense of the West. 


Many Others Merit Credit for Work 

The conversion of more than 700 film titles 
among thousands reviewed from the output of 
American industry was largely a team job. The 
program itself was wholly that but we must 
give credit for the inspirational leadership given 
this program by Carl R. Taylor, formerly chief 
of the Foreign Operations Administration’s Tech- 
nical Aids Branch and now FOA’s Operations 
Chief for Latin American Industrial Programs. 

In summing up this historic project, it should 
be known that a major role in the overseas pro- 
gram was played by the Department of Com- 
merce’s Office of of which 
John C. Green is Director. 

It was the Office of Technical Services, under 
contrast to FOA, which worked closely with U.S. 
technical film producers and sponsors. OTS ar- 
ranged for and obtained the films which were 
sent to Europe during the program. Mr. Green’s 
staff included such able workers as Orville T. 
Colby, Gerald Sarchet, Eric Tietz, and Herb 
Thom. Through their efforts, too, the actual 
acquisition and handling of countless details 
helped assure these films to the European nations 
involved. 


Technical Service. 


The Film Habit Has Strong Base 
Techniques and materials thus provided to 
European countries (and to other lands in the 


critical areas of Asia, the Middle East, Africa 
and Latin America) have developed a world- 
wide understanding of the value of Audio-visual 
aids in both industrial and agricultural com- 
munications. Dividends from this effort will be 
coming for a long time, in better production, 
stronger economies and to the audio-visual field 


itself. 
Where to Address Your Inquiries 


Inquiries concerning the Technical Film Pro- 
gram in Europe may be addressed to Jean Le 
Harivel, head of the Information Unit, European 
Productivity Agency, 2, Rue Andre’s Pascal, 
Paris, France. 

In addition to the films being used in Europe. 
large numbers of U. S. technical films are being 
requested by the free countries of Asia, the 
Middle East, Africa and Latin America and these 
countries have been helped through other phases 
of the FOA’s Technical Film Program. Inquiries 
concerning these activities should be addressed 
to the Technical Aids Branch, Office of Technical 
Resources, Foreign Operations Administration, 


Washington 25, D. C. 


Motion Picture Also Available 


A film showing U.S. technicians at work in 
under-developed nations around the globe is now 
available in 50 educational film libraries from 
coast to coast. This 26'% minute black & white 
sound film was assembled from footage shot in 
Latin America, the Near East and Asia and is 
titled A Report to the American People on Tech- 
nical Cooperation. 


This program and the technical films which 
played such an important part in its speedier 
development are in keeping with President Eisen- 
hower’s recently announced plan to share peace- 
time atomic information with free nations 
throughout the world. 

It is certainly in keeping with the President’s 
speech in which he called for “a new kind of 
war ... a declared total war, not upon any hu- 
man enemy but upon the brute forces of poverty 
and need. The monuments of this new kind of 
war would be these: roads and schools, hospitals 


and homes, food and health.” We 
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Latest Christopher half-hour TV film is “A Link in 
the Chain” starring James Cagney (center above). 
Mr. Cagney, as Professor Graham, turns in one of 
the finest performances of his career. Shown on 
set in Hollywood are Father James Keller (left) 
founder of The Christophers and producer Jack 
Denove. Write them for availability dates to 18 E. 
48th St., New York 17. 


HIGHT OFF THE REEL 
(CONTINUED FROM PAGE THIRTY-TWO) 


slides for direct selling, the International Salt 
Company received the first prize. 

The awards were announced by Walter Brun- 
auer, director of sales personnel development of 
Lily-Tulip Cup Corp. and president of the asso- 
ciation. They were presented by Kinsey Merritt, 
vice-president of the Railway Express Agency. 


“Marty” Offers a Lesson in Technique 

* If you haven't already seen that remarkably 
human motion picture Marty, you owe yourself 
an early visit to the nearest theatre. This simple 
tale of a 34-year-old bachelor butcher has taken 
a leaf from the Italians’ postwar successes in 
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neo-realism. Its recent grand prize at the Cannes 
International Film Festival is a tipoff. 

The sponsored film producer has many of 
these potentialities at his command. There is a 
documentary honesty here that enthralls both 
heart and mind. Frankly, this kind of film isn’t 
too popular with entertainment studios but 
there are elements in it which are right down 
the alley for the firm or studio working in 
human relations and a lot of other fields. 

* * a 


School Officials Paddle and Praise 

Free Materials Sponsored by Industry 
* Calling for cooperation between business and 
education in the matter of free teaching aids and 
other instructional materials sponsored for class- 
room distribution, The American Association of 
School Administrators has released a 24-page 
study “Choosing Free Materials for Use in the 
Schools.” Teachers are urged to weed out “biased 
information” and “objectionable advertising” 
from the free materials supplied by all kinds of 
groups. 

A recent speech at the Second Annual Student 
Market Clinic in New York on May 18 brought 
this comment from Dr. Paul E. Elicker, Executive 
Secretary of the National Association of Second- 
ary School Principals: 

“1. If educational materials are accepted from 
industry for use in the schools, it must be as- 
sumed that there is a captive audience for such 
services of 22 million elementary school youth 
(ages 5-12), of 74 million secondary school 
youth (ages 13-18), of 24% million college youth 

a total 32 million potential consumers . 

“2. The fact that such materials are costly and 
free does not guarantee their use. It may even 
put them under suspicion. 

“These materials must satisfy two important 
criteria—one positive, one negative: 

“a. They must make a definite contribution 
to the education program of youth. Schools exist 
for this purpose and educators carry this respon- 
sibility to their communities. 

“bh. These materials must be reliably factual, 
unbiased and lacking in sales promotion and 
advertising.” 

Dr. Elicker cited the films on highway safety 
by General Motors and Ford as examples which 
“contribute to the general welfare of the coun- 


try. * * # 


Personalities in the News: 

* E. T. Sheehan, former secretary-treasurer of 
Technical Service, Inc., Livonia, Michigan, has 
been appointed vice-president in charge of manu- 
facturing for DeVrylite projectors. E. H. Ler- 
chen has been appointed treasurer, filling the 
position vacated by Mr. Sheehan’s new appoint- 
ment. Paul E. Ruedemann is TSI’s new as- 
sistant sales manager with national sales and 
service responsibilities. me 
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(CONTINUED FROM PAGE 57) 
equipment and a library of films and 
filmstrips. The regional centers are 
training specialists to direct 304 
branch centers in the counties. 

These regional centers have been 
equipped with kerosene filmstrip pro- 
jectors and a library of materials. Re- 
corder-projectors have been ordered 
by the Ministry of Education for all 
of the regional and sub-centers. Regu- 
lar film-users are being encouraged to 
buy similar equipment. Each of the 
regional centers has either a mobile 
unit or a trailer-generator unit to 
carry sound motion pictures to areas 
where there is no electricity. 

More recently, other Turkish min- 
istries whose programs call for in- 
formational and educational work 
among the people have moved into 
the field. Foremost among these is the 
Ministry of Agriculture. Men from 
principal agricultural areas have been 
trained as information specialists. 
Mobile units operated by these men 
are showing films on agriculture, 
health and education to farmers in 
many parts of the country. Plans are 
underway to carry this service to all 
of Turkey's rural agricultural popula- 
tion. 

The Ministry of Communications 
has turned a large passenger car into 
a mobile information center to stop 
at principal stations throughout the 
country. The Ministry of Public 
Works operates two mobile units and 
the Ministry of the Interior has one. 

An interministerial coordinating 
committee comprised of the educa- 
tion or information directors of eight 
different ministries, eliminates over- 
lapping efforts. Each ministry has cer- 
tain areas in which they are responsi- 
ble for the development of the 
national visual education system, not 
just for their own special interests, 
but in the interest of all. 

The Ministry of Education has 
been designated as the functional co- 
ordinator for all activities. The 
National Teaching Films Center is 
the production center for 16mm films, 
filmstrips, slides and stills. The press 
bureau makes its 35mm facilities 
available to all governmental agencies 
for production. 

This system, as conceived and de 
veloped to date, is a production serv- 
ice and a pipeline for distribution. 
Planners in Ankara, whether think- 
ing about agricultural programs for 
the farmers or industrial programs 
for the country’s factories, need no 
longer be concerned about how their 
ideas are going to get to the people 
to whom they are directed. The 
means for distribution have been 
started. 


* 
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Fifty-Eight Pictures Cited at Columbus Film Festival 
as President of EB Films Delivers Keynote Address 


* Fifty-eight films won awards in 
six program categories at the Third 
Annual Film Festival presented by 
the Film Council of Greater Colum- 
bus in the Columbus, Ohio, Public 
Library, May 15. 

Visiting the festival were sixty- 
five film representatives from Ohio, 
Illinois, Michigan, California, Indi- 
ana, New York, Minneapolis, Min- 
nesota, Iowa, Arkansas, Washing- 
ton, D.C., North Carolina, Florida, 
Massachusetts. 

Principal address at the festival 
was delivered by Maurice B. 
Mitchell, president of Encyclopaedia 
Britannica Films, Inc., Wilmette, 
lil. He spoke on “Making Films — 
And Using Them.” Also on the pro- 
gram was Dr. Edgar E. Dale, direc- 
tor of Ohio State University’s 
bureau of educational research. A 
special guest of the festival was 


Captain Pringle, aide to the Gover- 
nor of Jamaica. An award was pre- 
sented to Captain Pringle for a 
travel film, Discover Jamaica, pro- 
duced for the Jamaica Tourist 
Trade Development Board. 

Among 16mm _ motion pictures 
presented with awards at the festi- 
val banquet, held in Columbus’ 
Seneca Hotel, were several films 
identified as sponsored subjects. A 
number of producer and syndicated 
entries were victorious. Other win- 
ning entries were from scholastic 
and specialized production sources. 

In the Educational-Informational 
Program, two Shell Oil Company 
entries led the honor-shares of films 
which won for sponsors. The Shell 
champions were Atomization, and 
Pattern for Chemicals. Other spon- 
sored winners were: The Town That 
Came Back (Ford Motor Com- 
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pany); Birds of the Prairie (Min- 
neapolis-Moline Company); and 
The Story of Light (General Elec- 
tric Company). 

Other awards in this category 
went to: Reptiles Are Interesting, 
(Film Associates of Calif.) ; Birds 
of Our Storybooks and Western 
Germany: Land and the People 
(Coronet Films); A Place to Hunt 
(Ohio Dept. of Natural Resources) ; 
Climate and the Apple (Maine Dept. 
of Agriculture) ; Spirit in the Earth 
(Alan Shilin Productions, Inc.) ; 
Citrus Culture (Paul Hoefler Pro- 
ductions); Presence of Our Past 
(State Historical Society of Wiscon- 
sin) ; Animal Life at Low Tide (Pat 
Dowling Pictures); Life In a Gar- 
den (McGraw Hill Book Co.) ; The 
Woodcutter’s Willful Wife (U. of 
Calif.) . 


Awards to Sales, PR Films 

Business and Industry Program 
entries won under two sub-cate- 
gories: 

Sales Training and Sales Promo- 
tion: Of Time and Salesmen (Dun 
and Bradstreet) ; Training Is Good 
Business (Goodyear Tire & Rubber 
Company) ; Totally New Tire (U.S. 
Rubber Company); The Greatest 
Good (The Upjohn Company) ; The 
Waiting Harvest and The Germ 
(both United States Steel Corp.) ; 
Pay Day (Santa Fe Railroad) ; The 
Purple Cow (American Leather In- 
dustries) . 

Public Relations: Big Scot (An- 
heuser - Busch); Leather in Your 
Life (American Leather Indus- 
tries); Telephone Goes to Camp 
(Ohio Bell Telephone Company) ; 
To Conserve Our Heritage (Minne- 
apolis-Moline Company); Oper- 
ation Attic (Western Pine Associ- 
ation); Hurricane Sisters Sweep 
New England (New England Tele- 
phone & Telegraph Co.) ; Fresh Laid 
Plans (Harding College, Ark.). 

Winners in the Health and Mental 
Health Program were: A Family 
Affair (Mental Health Board, Inc.) ; 
Horizons of Hope (Alfred P. Sloan 
Foundation, Inc.); The Valiant 
Heart (American Heart Association, 
Inc.). 


Cited for Travel Promotion 


Sponsored winners in the Travel 
Program included: Highway by the 
Sea (Ford); Picturesque Germany 
(Scandinavian Airlines, Inc.) ; Wild 
Flowers of the West (Richfield Oil 
Corporation) ; Boston: City of Yes- 
terday & Today (Boston Chamber 
of Commerce); and Discover Ja- 
maica (Jamaica Tourist Trade De- 
velopment Board). Among other 
winners in the Travel section were 
North Carolina, The Tarheel State 
(U. of N. Carolina) and Road to 



























An American Legion “Certificate of Appreci- 
ation for Distinguished Service’ went to M. B. 
Mitchell, president of Encyclopaedia Films 
(left above) as Joseph Guenther, commander 
of Chicago Post 170, made the presentation 
at a recent luncheon meeting in that city. 





Canterbury (British Information 
Service). 

Indian Ceremonials (Santa Fe 
Railroad) was the only sponsored 
film to score in the Fine Art Pro- 
gram. Acclaimed in the Religious 
program were: This Way To 
Heaven (Concordia Films); /saac 
and Rebecca (Cornell Film Com- 
pany); Story of Joseph (Forest 
Lawn Foundation); City Story 
(Broadcast & Film Commission) ; 
Holy Land: Background and His- 
tory (Coronet Films). 

A special award went to Minute 
Men of the Air, produced for the 
Grimes Manufacturing Company of 
Urbana, Ill. This film was pre- 
viewed at a regular meeting of the 
film council and later received the 
National Meritorious Award from 
the National Guard Bureau. A re- 
cruiting film, it did not fit any of 
the festival categories. Va 


Kentuckiana Film Festival 

Set for Louisville, Sept. 21 

*A competition focused on busi- 
ness and industrial motion pictures, 
the Fourth Kentuckiana Film Festi- 
val will be held at the University of 
Louisville in the Main Speed Build- 
ing on September 21. 

Awards for the best film in each 
of eight categories and the grand 
award for the best film of the festi- 
val will be presented at the Annual 
Awards Banquet, held in the Jeffer- 
son Room, Belknap Campus in the 
evening. Winners are chosen by in- 
dividual balloting of the entire audi- 
ence. 

The competition is limited to 
films released during 1954-55. Every 
producer and distributor of train- 
ing films and slidefilms is invited to 
submit entries. Anyone wishing to 
submit a film for showing should 
send descriptive literature to the ap- 
propriate screening chairman who 
will request the film for preview. Re- 
quests for the films selected to be 
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shown will be mailed the first week 
in August. 

Producers or distributors who 
have literature, catalogues or bul- 
letins for distribtuion at the festival 
should send 150 copies to the gen- 
eral chairman, James W. Cottrell, 
General Sales Office, 2500 S. Third 
St., Louisville 1, Ky. Literature 
should arrive before September 13, 
to allow the committee time to make 
separate packages. Printed materials 
not distributed at the festival will 
be made available to the University 
of Louisville faculty and other in- 
terested film users. 

Film categories and the screening 
chairmen to whom information 
should be sent include: 

Economics: Michael F. Kurzen- 
doerfer, Ford Motor Company, 
Grade Lane, Louisville, Ky.; Indus- 
trial Safety: William R. Mitchell, 
Donaldson Baking Company, 1321 
W. Hill, Louisville, Ky.; Manage- 
ment Training: William D. Wil- 
liams, The Mengel Company, 2300 
S. Fourth St., Louisville, Ky.; 
Travel: Capt. Gerald C. Kopp, 
Louisville Police Dept., Room 306, 
City Hall, Louisville, Ky. 

Art and Crafts: Edgar E. Stahl, 
City Schools of New Albany, 802 
E. Market St., New Albany, Ind.; 
Industrial Relations: Harold W. 
Garner, Reliance Varnish Company, 
4730 Crittenden Dr., Louisville, 
Ky.; Merchandising: Claud Tindle, 
General Electric Company, Appli- 
ance Park, Louisville 1, Ky.; Sales 
Training: J. T. Smith, Common- 
wealth Life Insurance Company. & 
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Awards — Or Rewards? . . . 


If it’s the extra dividend of “Awards” you want, 
remember that films from our scripts have won 
awards every year we've been in business — 


two more last month. 


And if you want the solid “Reward” of films that pay 
for themselves by the results they get, remember 
that we have the concentrated experience of planning 
and writing more than 400 films to apply 


to the job you want your film to do. 


ee west coe 


~ THE COMPLETE” FILM PLANNING SERVICE 


3408 Wisconsin Avenue, Nortawest *« Wasnincron 16, D. C. « Emerson 2-4769 
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Above: all 16mm projectors are checked be- 
tween loans to training units by Projector 
Maintenance Section personnel of the Film 
Libraries in all creas. 


PAGE 49) 


lications, pass on this information 


(CONTINUED FROM 
to prospective users. 

If a request is received for a print 
not included in the distribution, 
this request is channeled through 
the Central Exchange for filling 
from reserve stock or by realloca- 
tion. 

After prints have been received 
through initial distribution, pre- 
views are arranged by the exchange 
and interested personnel invited to 
attend. A large turnover in train- 
ing personnel necessitates a con- 
tinuing program to keep potential 
users aware of the type and content 
of exchange materials. The Instruc- 
tor’s Film Reference, published by 
Department of the Army for each 
training film released, provides use- 
ful information to the instructor on 
a film’s content and purpose and 
suggests usage in training pro- 
grams. The reference also recom- 
mends presentation techniques and 
outlines follow-up quizzes for dis- 
cussion periods, 

Trained for Performance 

The projectionist training pro- 
gram, conducted by all exchanges 
and carefully monitoxed by the Cen- 
tral Exchanges, requires that highly 
competent projectionists operate the 
equipment. This program is respon- 
sible for quality projection under 
unfavorable conditions, and helps 
reduce print damage. 

The official Army 16mm projec- 
tor (JAN) is built to rigid specifica- 
tions. It is used by both the Army 
and Navy and is designed to get 
the best possible image from l6mm 
film, to stand up under most ad- 
verse conditions, simplify mainte- 
nance problems, and cause the least 
wear and tear on prints. 

Because of the instructional ef- 
fectiveness of military training film 
it is used more and more as a potent 
teaching aid. In the World War II 
year of 1944 there were 706,000 
showings with an 
67,500,000. In 


attendance of 


1953 there were 


2,367,000 showings with an attend- 
ance of 205,500,000. The cost of 
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such audio-visual training aid on 
widely distributed subjects is sur- 
prisingly low. The ‘subject most 
widely used, TF 21-2048 Military 
Courtesy costs about three-tenths of 
a cent for each soldier trained. Even 
the cost per showing per man of 
an average distribution film to more 
restricted trainee audiences is ex- 
tremely low — estimated at about 
cents. The 
Army’s efficient handling of its dis- 
tribution and utilization program 
results in effective and widespread 
use of these films at the lowest 
possible cost per trainee. 

Ready Made Films Purchased 

To economize and prevent dupli- 
cation of film subjects controlled by 


two and_ seven-tenths 


other 
agencies, a fairly large number of 


commercial producers and 


subjects are purchased for release 


to military audiences. Some of these 
are highly specialized and fit into 
specific training phases. These range 
from safety films, religious films 
and highly technical subjects to 
general information films. 

At this writing the possibilities 
of television as a training film dis- 
tribution medium are being ex- 
plored. Preliminary studies indicate 
that TV may be extremely useful as 
a supplementary aid in the tremend- 
ous job of placing film materials 
before our widespread military 
audience. 

Continuing efforts are being made 
to obtain more effective use of 
Army film materials and facilities 
at the least possible cost. This is 
being accomplished by improved 
planning of the initial distribution 
pattern, further studies in the re- 
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“PEERLESS TREATMENT” TO RESIST FUTURE DAMAGE. 


Get Longer Life for Your Prints! 


Cost? Surprisingly low! Write for Price List. 
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allocation of prints, and increased 
use of labor-saving exchange equip- 
ment, Projectionist training is being 
made still more effective. There is a 
constant review and revision of film 
exchange procedures so a print may 
be supplied the user in the least 
possible time, with a minimum of 
red tape. 


The Payoff Is Utilization 

Since the final payoff is utiliza- 
tion, the Instructor Training Pro- 
gram is receiving the greatest possi- 
ble attention. An Instructor cannot 
be too highly trained in the effective 
use of his audio-visual aid tools and 
materials. The teaching potential of 
any training film can be enhanced 
by effective presentation and final 
review techniques. 

It is gratifying to note in the Re- 
port of the impartial Film Survey 
Committee, Motion Picture Associ- 
ation of America, that it considered 
the Signal Corps Film Distribution 
and Utilization program the best of 
the three services; and, the greatest 
contributing factors were central- 
ized control and experience. 

We feel that both pictorial pro- 
grams of the Signal Corps — Film 
Production and Film Distribution 
and Utilization —a working to- 
gether, supporting each other, help 
to provide the best possible audio- 
visual educational films for the 
Army Training Program which is 
geared to make the American sol- 
dier the best trained and best in- 
formed soldier in the world. Ly 
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Houston Color Film Labs 
Process Eastman Color Film 

* Expansion of its facilities for the 
processing of 16mm and 35mm 
Eastman Color professional motion 
picture film has been announced by 
Houston Color Film Laboratories, 
Inc Burbank, California. New 
equipment has been installed and 
experienced personnel added to 
handle this negative-positive color 
film. 

Facilities provide for processing 
of professional negative film, posi- 
tive film and 16mm reduction prints. 
After months of testing, commercial 
work now is being processed in the 
plant, according to E. B. McGreal, 
president of the company. 

*% v a 

26 TV Pix Available: AF 

* A series of 26 television programs, 
called Dateline America is being of- 
fered to tv stations by Association 
Films, Inc. The programs consist of 
sponsored films from AF’s regular 
listings. The pictures can be booked 
weekly, bi-weekly, daily, or by 
specific title on selected dates. Con- 
tact the company at 347 Madison 


Ave., New York. 




















WILLIAM B. COX 


Santa Fe Promotes Bill Cox; 

Meitz to Head Film Bureau 

* Appointment of William B. Cox 
as special representative in the 
Santa Fe Railway’s public relations 
department, with headquarters at 
Chicago, was announced May 2 by 
J. P. Reinhold, assistant to the presi- 
dent. 

Cox has been manager of the 
department’s film bureau at Chica- 
go since 1947, He entered Santa Fe 
employ as a secretary in 1942. 

Frank E. Meitz, system photogra- 
pher at Los Angeles, has been pro- 
moted to the newly created post of 
manager of film and photographic 
bureau, headquarters Chicago, a 
move designed to consolidate the 
still and motion picture sections of 
the department under one head. 

Succeeding Meitz as system pho- 
tographer at Los Angeles will be 
Donald L. Erb, who has been a 
photographer-clerk in the depart- 
ment’s Topeka, Kansas, office since 
1946. Meitz joined Santa Fe in 
1946, 

* * * 

Magnetic Recording Association 
Appoints Arvedon as Secretary 

® Kenneth R. Arvedon has been ap- 
pointed executive secretary of the 
Magnetic Recording Industry As- 
sociation, a trade association made 
up of persons and companies en- 
gaged in the manufacture of mag- 
netic recording equipment and 
media. 

Mr. Arvedon’s office is at 135 
East 44th Street, New York. 
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Visual Sessions Planned for 
1955 NAVA Convention-Show 
* Visualization will “begin at 
home” during the 1955 convention 
of the National Audio-Visual Asso- 
ciation, according to plans an- 
nounced by Alan Twyman of Twy- 
man Films, Dayton, Ohio, chairman 
of the convention. All of this year’s 
NAVA meetings will be held in gen- 
eral session in the Sherman Hotel, 
Chicago. 

General sessions will be broken 
down into six one-hour meetings on 
six subjects: Serving Our Schools, 
Entertainment Films, Business Man- 
agement, Serving the Church, Ad- 
vertising and Sales Promotion, Sell- 
ing and Serving Industry. 

In each of these meetings there 
will be five or six presentations on 
specific topics given by authorities. 
These presentations will be visual- 
ized by slides, overhead transpar- 
encies, displays. Members will be 
seated at table-desks and will be 
equipped with notebooks with topic 
headings for orderly note-taking. 

The NAVA Convention will be- 
gin with a board of directors’ meet- 
ing, Friday morning, July 22. Sales 
meetings of various equipment and 
materials producers will be held on 
that day and the following one. On 
Sunday morning, July 24, a special 
Church Worship Service, using 
audio-visuals, will be presented by 
the Visual Education Fellowship of 
the National Council of Churches. 
The members of all NAVA state and 
local affiliate associations will meet 
in a special luncheon at noon that 
day and the National Audio-Visual 
Trade Show will open at noon until 
six p.m. 

Monday’s program will open with 
the Annual Business Meeting of the 
association and the general sessions 
will start. The Trade Show will re- 
sume that afternoon. The annual 
dance party takes place Monday 
evening. Three major topics and a 
final general session, at which new 
NAVA officers will be inaugurated, 
are on the program for Tuesday, 
July 26. Two final sessions of the 
Trade Show, Tuesday afternoon and 
Wednesday morning, July 27, will 
conclude the convention. 

For dates of other a-v specialist 
group sessions held concurrent with 
the NAVA sessions see the calendar 
of events in this issue. Hotel reser- 
vation blanks and copies of the final 
programs, when available, may be 
obtained from National Audio- 
Visual Association, Inc., 2540 East- 
wood Ave., Evanston, IIl. i 

* * * 
@ Mickey Dubin has resigned from 
MCA-TV to join Chad, Inc., anima- 
tion specialists, as executive director 
of sales. 
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“The Finest In Outdoor Films’’ 














It Sells— 
On Sight 


THE COMPLETELY 
DEPENDABLE SALESMAN 
SELLING YOUR PRODUCT— 
YOUR STORY—ENDLESSLY 
WITHOUT SUPERVISION 


@ Self-contained speaker 
@ 800-foot continuous film reel 





Performs in 
lighted room 


@ Self-contained screen 
@ Pre-threaded film 


Direct sales are easier . . . promotion more potent . . . raining work 
simpler . . . operating costs dramatically lower with the Busch CINE- 
SALESMAN 16mm continuous movie projector on your staff. Hundreds 
of CINESALESMAN projectors are now selling fer scores of national 
concerns everywhere. Look for the CINESALESMAN, it’s sure to catch 
your eye and ear at conventions, sales presentations, displays, point of 
sale locations, trade shows . . . in fact, anywhere and everywhere that 
sound and motion are combined for more effective, potent sales impact. 
Color or black and white, sound or silent, any 16mm film works al 
ways in the CINESALESMAN .. . and the Busch CINESALESMAN 
always works for you! 

















BUSCH FILM & EQUIPMENT COMPANY 


212 South Hamilton Street ° Saginaw, Michigan 
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Mass. Governor Christian A. Herter (seated) 
talks over the state's latest film with Commis- 
sioner Richard Preston of the Department of 
Commerce, sponsor of the new “Massachu- 
setts Holiday.” 


Massachusetts Shows Vacation 
Pleasures in Colorful “Holiday” 
® Massachusetts Holiday a 
and sound motion picture showing 


color 
Massachusetts as a vacation-travel 
region is newly released, according 
to Richard Preston, 
of the Massachusetts’ Department of 


commissioner 


Commerce. 
This 


state’s 


newest promotion of the 
half-billion 
and travel industry covers all sec- 
tions of Massachusetts from the 
Berkshires to the Islands, in each 
season of the year. Bookings for the 
film are being listed in Preston’s 


dollar vacation 


office. Showings have been arranged 
for New York City, Washington, 
D.C., Philadelphia and Chicago and 
a number of television stations 
across the country. 

Any organization desiring to bor- 
row the half-hour l6mm film for 
showing should write to Amico J. 
Barone, Director of Development 
and Promotion, Massachusetts De- 
partment of Commerce, 334 Boyls- 
ton Street, Boston 16, Mass. 

Produced by Bay State Film Pro- 
ductions, Inc., of Agawam, Mass., 
the film highlights the variety of 
the state’s vacation pleasures and 
locales and its historical landmarks. 


* * * 
Monsanto Aids Plastic Industry 
With Two Recreation Pictures 
*In two new short films 
grownups play instructively with 
plastic toys for the business pleasure 


color 


of the Monsanto Chemical Company 
while bringing social pleasure to 
the parents and kiddies. 

Monsanto’s Plastics Division, pro- 
moting Lustrex styrene, is making 


Monsanto's film “Have a Hobby” invites in- 
terest in building plastic models (see above). 
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Reports on Recently-Released Sponsored Films 


demonstration 
clubs, 
schools, department stores and tele- 


13-minute 
available to 


the two 
films women’s 
vision to familiarize the parental 
and “I-want-one-too, mama” public 
with the fun that can be had with 
hobby creatures and other plastic 
materials. 

Both produced by Hartley Pro- 
ductions, New York, the new Mon- 
santo-sponsored subjects are: 

Children’s Party, in which a 
smiling lady offers helpful hints on 
how to plan for a party and how to 
wrap presents decoratively by using 
colorful plastic materials. Shown is 
the active, educational way the child 
can participate in preparing for his 
own party. As the success of the 
party depends on the child’s in- 
terest, the film suggests games and 
events. Holding the stage during 
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this agreeable exposition are toys 
manufactured by the Knickerbocker 
Plastic Company, made of 
Lustrex styrene. 

Have a Hobby, wherein is dis- 
covered a miniature world that the 
entire family can team up to create. 
This film demonstrates how a sense 
of mutual accomplishment can be 
experienced as the members of a 
family join to plastic 
models of antique autos or jet air- 


toys 


assemble 


craft. As the family plays at being 
a factory it welds a closer spiritual 
bond, the picture says, and the 
fascinating finished models excite a 
feeling of group accomplishment as 
they become charming decorations 
in the home. Have a Hobby passes 
along several tips on caring for 
models and designing dramatic dis- 
plays. The models featured are prod- 
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ucts of Revell, Inc. They are molded 
of Lustrex styrene. 


The two films are available 
from Monsanto Chemical Com- 
pany’s Plastics Division, Spring- 
field, Mass. ea 
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AAA's “A Nation on Wheels” 
Ready for Television 

* People interested in what the 
motor car has meant and continues 
to mean to America’s economic and 
social life can see a story of the 
auto’s forward role in A Nation on 
W heels, a new 28-minute motion pic- 
ture being offered free to television 
stations by the American Auto- 
mobile Association. 

Against a background of colorful 
antique automobile sequences, the 
film traces the history of motoring 
and stresses the importance of the 
automobile in providing freedom of 
movement for the American people. 
Cars are seen as a means of trans- 
portation for shopping, getting to 
and from work and for recreational 
travel. 

A Nation on Wheels is narrated 
by John Batchelder, NBC Washing- 
ton staff announcer, playing the role 
of an old-car fancier. He tells the 
story in his den which is decorated 
with antique automobile models, 
trophies and souvenirs of bygone 
days. 

Prints for tv showing may be 
obtained from any AAA Motor Club 
or from Edgar Parsons, Department 
of Public Relations, American Auto- 
mobile Association, 1712 G Street, 
N.W., Washington 6, D.C. 
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American Railroads’ New Picture 
Shows “Big Trains Rolling” 

® Big Trains Rolling, a new 16mm 
sound and color film sponsored by 
the Association of American Rail- 
roads emphasizes the service per- 
formed by American railroads in 
meeting the needs of agriculture, in- 
dustry, commerce and the general 
public. 

The film takes the audience on 
an eventful overnight trip with two 
young people from city to city 
through the scenic wonders of the 
great outdoors. From roundhouse to 
railroad depot, and along the open 
rails, viewers are shown the com- 
plex operations and maintenance of 
this far-flung transportation system. 

Big Trains Rolling and other 
sponsored films are available free 
to schools, clubs, churches and 
other non-theatrical audiences 
through United World’s Free Film 
Service. For further information 
write United World Free Film Serv- 
ice, 1445 Park Avenue, New York 
29, N.Y. 














Plymouth car arrives at Waldorf, N.Y., under 
controlled traffic conditions. 


New York’s Police Cited 

for Service to Producers 

*An interesting example of the 
valuable cooperation given by the 
New York City Police Department 
to industrial as well as theatrical 
producers of motion pictures was 
its recent assistance to Sound Mast- 
ers, Inc., filming newsreels and TV 
spots for Plymouth Motor Corpora- 
tion. 

Required camera shots of the 
Waldorf-Astoria Hotel entrance and 
Park Avenue would have been im- 
possible without effective police 
control of the normally heavy 
pedestrian and vehicular traffic. 

With the help of New York’s 
finest, camera crews were able to 
move quickly about and secure the 
scenes of arranged traffic movement 
according to script. 

Also, in order to establish a 
specific side-street shot, with good 
lighting, it was necessary to reverse 
traffic on a one-way street. This, too, 
was promptly done by the local 
police with no inconvenience to 
regular traffic, and much to the 
entertainment of the general public, 
all of whom got into the spirit of 
the act and cheerfully cooperated. 

Mave Robert F. Wagner has al- 
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ways been sympathetic to the needs 
of motion picture producers when 
on location in the city, 
able police 


and reason- 
assistance has his ap- 


proval. 

Police Commissioner Francis 
Adams’ officers, even on short 
notice, respond to requests of pro- 
ducing companies requiring au- 
thentic location and background 
shots. 


This has not only contributed to 
the quality of the films involved, 
but also to the development of the 
city as a motion picture producing 
center. 

Such service is good public rela- 
tions, and brings extra business to 
the city as well as making more 
jobs for skilled workers. We 
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Sustaining Use of Sponsored 
Films Promoted by Sterling TV 
* Sterling Television Co., Inc., long 
a big name in television film distri- 
bution of features, shorts and pro- 
gram material of many kinds, has 
made considerable strides in_ its 
plan for “free” film distribution of 
sponsored subjects, launched earlier 
this year. 

While the total number of sub- 
jects currently being handled is not 
as large as that of some others in 
the field, the rate of growth in the 
past few months indicates that 
Sterling’s new division will be oper- 
ating on a much expanded basis in 
1955. 

Sterling’s main point of sale in 
the TV distribution of sponsored 
subjects is a sales staff constantly in 
the field calling on television sta- 
tions. In addition to producing over 
$1,500,000 in rental fee revenues 
for the company last year, Sterling’s 
15 men in the field also take time 
to point out the availability and 
program desirability of its spon- 
sored “free” subjects. This activity 
of “taking the films to the market” 
as opposed to just letting the mar- 
ket come to the distributor has pro- 
duced some good results: 

Case No. 1: 
ber of Commerce, 
interest Northeastern stations in its 
film, has obtained 73 playings thus 
far since distribution began in Sep- 
tember. Standard rate value of the 
time would have been $8,421.50. 

Case No. 2: Swift & Co., with a 
film called A Better Start in Life, 
has produced playings in 103 sta- 
tions in three months, and this time 
and 


The Tampa Cham- 
seeking only to 


has more often been Class “A” 
“B” than “C”. 

Case No. 3: Hassenfeld Bros., 
Inc., toy manufacturers, have a film 
called Toy Town, U.S.A., which 
racked up over 150 play dates in 
the three months before Christmas. 
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scratch 


GIVES 9 LIVES 





Our exclusive RAPIDWELD process chemically reconditions 
film so that imperfections like scratches, 
brittleness disappear—your film looks like new! 


i 
| Why not join the scores of Business Screen readers* 
larly send us their precious originals, negatives and prints se- 
cure in the knowledge that they will receive our prompt, meticu- | 
lous treatment and expert care—for only pennies per foot. 


* To list only a few: Aetna Life, Bell Telephone, 


Assn., Nat. Audubon Soc., 


Steel, 





_TO YOUR FILMS! 


WE DON’T mean to be catty about the shape your films 
may be in. But every hard-working film (that is, every 
good film) needs an occasional rest-cure to restore its 
lost youth. And to give your films a new life 
Rapid can do so much for so little? 


RCA-TV, CBS-TV, a -TV, 
Alcoa, Am. Can, Am. Cyanamid, Ford Motor, 
IBM, Pan Am. Airways, United Airlines, E. I. duPont, U. S. 
Penn. Water & Power, Swift, 
George W. Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., Precision Film Lab., 
Sarra, Transfilm, Warner Bros., 


16 and 35 mm 
ORIGINALS e NEGATIVES e KODACHROMES e PRINTS 


| 

RAPID FILM TECHNIQUE, INC. 
established 1939 

21 West 46th Street e New York 36, N. Y. e JU 2-2446 


removal 


who but 





“rain”, oil-stains and 


who regu- 


Am. Medical 
Ziv TV, 


Gen. E lectric, 


Ansco, Eastman Kodak, 


United Artists, Paramount. 
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A REVOLUTIONARY NEW 


MEANS OF ANIMATED 
PROJECTION FOR 
SALES samen” 


IN FIVE oe Ca ! g 


CELLOMATIC 
HAS BEEN iso fa 
BY THE bs 
FOLLOWING FIRMS: 


FORD MOTOR COMPANY 
PAN AMERICAN 
PRUDENTIAL 
TEXACO 
WESTINGHOUSE 
NASH-KELVINATOR 
WYETH-PHARMACEUTICAL 
UNITED FRUIT 
HOT POINT 
KAISER-WILLYS 
SYLVANIA 
DOW CHEMICAL 


NATIONAL ASSOCIATION 
OF MANUFACTURERS 


NATIONAL CASH REGISTER 
SCHLITZ 
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IN POWER 


IN DRIVEg: 
FIC 


IN CAPA 


Se 


THANK YOU! 


To the National Visual Presentation 
Association and the Sales Executives Club, 
our thanks for awarding First Prize in 
the Film Slides-Sales Training Category 
to the Anheuser Busch entry 

created by CELLOMATIC. 


Write for information today. 
Better yet, See Cellomatic in action at 
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SOL S. FEUERMAN 





Joins Dynamic Films, Inc. 

to Form Medical Film Division 
*Sol 5. Feuerman has joined Dy- 
namic Films, Inc., to form a new 
division in Dynamic’s expanding 
organization. The new division will 
be primarily concerned with the 
production of medical and pharma- 
ceutical films for lay and profes- 
sional groups. Mr. Feuerman has 
had twenty years of background in 
the production of medical films. 
He was formerly with Audio Pro- 
ductions, Inc. 


e % * 


Transfilm Sets Up Divisions to 
Handle Increased Sales Volume 

* A major reorganization of Trans- 
film Incorporated has been an- 
nounced by President William 
Miesegaes. Three autonomous film 
production divisions have been es- 
tablished to keep pace with in- 
creased activity now 50% ahead of 
last year. 

Walter Lowendahl, executive vice- 
president, will take charge of all 
business motion picture and special 
projects. 

Robert Klaeger. vice-president, 
will head TV commercial production 
which will include a fully staffed 
animation department. 

The slidefilm division will be 
headed by Pud Lane. The facilities 
of the Transfilm Building, including 
studio, print service and optical de- 
partments, will be at the disposal of 
all divisions. 


ae r ¢ 


Ellis Sard to Science Pictures 

® Ellis Sard has joined Science Pic- 
tures, Inc., as producer-director. 
Mr. Sard has previously been with 
Kenyon & Eckhardt, as agency 
supervisor on Toast o} the Town, 
and with BBDO as television pro- 
ducer. Most recently he has pro- 
duced television films under his own 
firm, Storrow & Sard, Inc. 


Mr. Sard’s 


principally in the live-action film 
and live television fields. 
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News of Staff Appointments Among the Producers 


Lawrence Crolius Heads 
Master Video's Film Service 
* Lawrence Crolius has been named 
executive producer of Master Video 
Systems, Inc., New York City, ac- 
cording to an announcement by 
Arthur J. Moxham, president. 
Crolius will head-up MVS’ Film 
Production Division. This division 
is responsible for the planning and 
production of closed-circuit tv; the 
production of films for use in sales 
promotion, sales training, public re- 
lations, and industrial reporting. 
Crolius’ film experience includes 
work on naval action reports, edu- 
cational films, filmed television in- 
serts, production of a travel series 
and other promotional films. Recent- 
ly he has been working on a travel 
film on Arizona for American Air- 
lines. 


Films are under- 
stood better and re- 
membered longer — with 
Victor's superb sound and pic- 
ture quality. 


The new VICTOR 16mm 
SOUND PROJECTOR 


is easy as 1-2-3 to operate 


activities will be 


+] 
% “ 


Easy 3-spot threading . . . over sound 
drum, through film gate, on to single 
drive sprocket. 

Easiest to operate (with finger-tip con- 

9 trol panel, softly illuminated). Start 
motor, turn on lamp, adjust sound 
volume. 

6) Easiest on your films — 3-spot safety 
film trips protect films by stopping 
projector immediately in case of 
emergency. 








DONALD R. TOMPKINS 


Owen Murphy Appoints Tompkins 
as Studio General Sales Manager 
* Donald E. Tompkins has joined 
Owen Murphy Productions, Inc. as 
general sales manager. Recently di- 
rector of television and radio for 


Grant Advertising, Inc., Don Tomp- 





YOU CAN TAKE IT WITH YOU 


The new Victor is lightweight! 
Carry it with you from department 
to department, from plant to plant, 
or from city to city. Victor is 
smartly styled, too . . . looks like 
fine luggage and isn’t any larger. 


SEND FOR FREE FOLDER TODAY 


| CTO Ymalirgph Corporation 


Dept. L-55, Davenport, lowa, U.S.A. 
New York — Chicago 
45+ Quality Motion Picture Equipment Since 1910 
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kins has a long background in sight 
and sound media. 

As television director for Grant, 
and previously for Campbell-Ewald, 
Mr. Tompkins designed and pro- 
duced some of the top TV shows on 
the air, including the Dinah Shore 
program, and Danny Thomas show, 
Break the Bank, Roy Rogers and 
others. He wrote, directed and pro- 
duced a television show for NBC 
in the medium’s first beginnings, in 
1941. 

In addition to his experience back 
of the camera, Don Tompkins has 
appeared in some 300 motion pic- 
tures as an actor. 

His appointment to the new post 
at Owen Murphy Productions is 
part of the firm’s current expansion 
activities to serve all segments of 
the motion picture and _ television 
media. 

we * * 
David Piel Joins Science Pix 
as Producer; Slidefilm Chief 
* David Piel, creator and producer 
of the forthcoming NBC network 
color television series, Golden Time, 
has joined Science Pictures as an 
associate producer for commercial 
and advertising films. Mr. Piel will 
also head up the company’s ex- 
panded slidefilm, filmograph and 
animation departments. 

Mr. Piel’s versatility as writer, 
cartoonist and actor has been seen 
for the past five years in films he 
produced independently for 
training, product promotion and 
public relations accounts. Winner 
of one of last year’s National Visual 
Presentation Association Awards - 
first prize in the slidefilm class, Mr. 
Piel also shares credit for two 
Venice International Film Festival 
Awards for documentaries produced 
for the United States Information 
Agency. 


sales 


at * * 


Roy Lockwood to Robert 
Lawrence as Producer-Director 
* Roy Lockwood has joined Robert 
Lawrence Productions, Inc., as a 
producer-director. Prior to joining 
the Lawrence firm, Mr. Lockwood 
was with CBS-TV as the producer 
of The Search and Resources for 
Freedom. Before that he was with 
Richard deRochemont as a producer 
on The March of Time and indus- 
trial films. 


a we * 


Livingston a Telenews Veep 

* Norman S. Livingston has been 
appointed executive vice-president 
of Telenews Film Corporation. He 
will guide the company’s expanded 
activities in television program- 
ming, commercials, documentaries, 
government and industrial films. 

















| HAROLD DASH 


Jamison Handy Appoints Dash 
as Chicago Sales, Service Mgr. 
* Harold Dash has been appointed 
sales and service manager for The 
Jam Handy Organization in the 
Chicago area. His headquarters will 
be in the organization’s Chicago of- 
fice at 230 North Michigan Ave. 
Dash was a sales executive of the 
Smith-Corona Typewriter Company 
before joining the Detroit staff of 
The Jam Handy Organization. He 
replaces Harry Watts, who returns 
to Washington, D.C., for the com- 
pany. 





Quality - Bilt 


FILM SHIPPING CASES 





Did you ever consider the mileage 
per dollar you get out of a shipping 
case? We have! That’s why we've 
built these new cases with more 
than usual care. They’re made of 
best quality non-vulcanized fibre, 
strongly fabricated, and reinforced 
with steel corners. Here is low 
priced protection for your films in 
transit. Also available in hard vul- 
canized fibre. 


See your nearest dealer or write 
direct to manufacturer for catalog. 


WM. SCHUESSLER 
341 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 
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R. G. Wolff Studios Appoints 
Richards for Western Sales 

* Continuing a program of person- 
nel expansion begun early this year, 
Raphael G. Wolff, president of 
Raphael G. Wolff Studios, Inc., 
Hollywood, recently appointed Lt. 
Albert H. Richards, U.S.N. (Ret.) 
to handle West Coast sales for the 
company. 

Lieutenant Richards, who saw 
active service throughout World 
War II, retired from active duty in 
1948. Prior to his new appointment, 
he had been a sales executive with 
Firestone Tire and Rubber Com- 
pany and the Kirby Corporation. 

* * oom 
Sellman Named Account Exec 
at Florez, Inc., Detroit 
* Now serving as an account execu- 
tive at Florez, Incorporated, is C. 
Gilbert Sellman whose assignment 
was announced by G. A. Florez, 
president of the Detroit firm. 

Sellman, a native of Detroit and 
a graduate of Harvard, formerly 
held administrative posts in sales 
training, merchandising, business 
administration and industrial rela- 
tions in the automotive field with 
Packard and Ford. 

wt * * 
Wayne A. Langston Joins 
George Ryan Films, Inc. 
® Wayne A. Langston has been 
selected as vice president and gen- 
eral manager of George Ryan Films, 
Inc., Minneapolis, Minn. His associ- 
ation with this company became 
effective May 1. 

Langston formerly was a writer- 
director for Sarra, Inc., Chicago 
film producers. He joined Sarra in 
1948 where he worked on industrial 
motion pictures, slidefilms and tele- 
vision commercials. 

* * * 
Reela Films New Sales Chief 
* Jim Campbell has been promoted 
to sales manager of Reela Films, 
Inc., Miami, where he will super- 
vise sales, sales promotion and pub- 
licity efforts. Recently Campbell has 
been territorial sales head for Gra- 
flex, Inc. 

* * *& 
Jack Glenn to Spain on Film 
® Jack Glenn, president of Jack 
Glenn, Incorporated, departed for 
Spain in April on a new venture 
following his return to New York 
for the opening of his new film, 
Farm Family American, a three reel 
color drama produced under Gen- 
eral Electric sponsorship. He will be 
in New York again in June. 

Glenn, formerly a writer,director- 
producer for the March of Time, 
now dissolved, recently has worked 
on The New America and Miracle of 
Morning, both for J. C. Penney. 


1955 














MAKE 1955 YOUR BEST YEAR 
BOOST YOUR SALES WITH SELECTROSLIDE 


WHEN you show your product so 
that a prospective customer says 
“I SEE WHAT YOU MEAN...” 
you’ve MADE A SALE. There's 
excitement in seeing — and 
SELECTROSLIDE sells by sight. 

SELECTROSLIDE shows your. cus- 
tomers your entire line, whéther 
it’s davenports or dynamos; cars 
or cupie dolls—in full color— 
full size—even in 3-dimension— 





with or without sound. 


SELECTROSLIDE is fool-proof, precision built, runs 
without attention—without breakdown. One display ran 
continuously, without interruption for 621 days (THAT’S 
7542 HOURS, think of it) without a single major repair. 
The test stopped when the exhibit ended but SELECTRO- 
SLIDE was still going strong. 


You get all the impact of movies AT A 
FRACTION OF THE COST. For illustrated 
literature and details, and rates for rental or 
purchase, write, phone or wire: 


Established 
Since 1924 


SPINDLER & SAUPPE 
2201 Beverly Blvd. 

Phone: DUnkirk 9-1288 

LOS ANGELES 54, Calif. 

















YOU WILL FIND THE— 


CAMART TIGHTWIND ADAPTER 


Used by: 


Film libraries 
Laboratories 
Inspection tables 
Television film depts. 


Film editing departments 
Film Opticals 

Film animators 

Film handling rooms 


§ REASONS WHY: 
@ For faster and smoother coring 
of film. 
@ Designed to fit all rewinds. 
@ Saves storing of film on reels. 
@ For left and right side rewinds. 


@ Chrome plated ball-bearing film 
guide roller. 


@ Core adapter fits male and fe- 
male 16mm and 35mm plastic 
cores. 


@ Eliminates film 
abrasions. 


@ Does not interfere with normal 
use of the rewind. 


PRICE: $29.00 — MONEY BACK GUARANTEE! 


THE CAMER Aes MART, INc. 


1845 Broadway at 60th St. Phone: Circle 6-0930 
NEW YORK 23, NEW YORK CABLE: CAMERAMART 


PATENT 
PENDING 


cinching and 
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The new TS! Duolite Model 
New TSi-Duolite Projector 
Designed for Lighted Rooms 
* A new 16mm sound projector for 
use in lighted rooms has been an- 
nounced by Technical Service, Inc., 
Livonia, Michigan. The TSI-Duolite 
projector features a built-in screen 
that permits daylight viewing of 
either black 
films. It can be used for regular 


color or and white 
projection on any standard screen. 

The Duolite projector is described 
as a unit which can convert from 
its self-contained operation to stand- 
ard operation by merely flipping a 
lever mounted near the projector 
The 


screen of the Duolite has an attrac- 


lens. self-contained tv-size 
tion for salesmen who are interested 
in showing their films the “easy” 
way. The projector can be put into 
operation without the inconvenience 
of darkening the room, setting up a 
screen or having to clear a path for 
the projector’s light. 

Duolite lends itself to use in of- 
fices, hotel rooms, sales meetings, 
training classes, product analysis 
meetings, safety departments and 
may be used for checking out tv 
commercials programs. The 
projector is said to combine the pic- 
ture and sound clarity of the De- 
Vrylite projector with the self- 
viewing features of the TSI Suitcase 
projector. 


and 


Complete information on the TSI- 
Duolite projector can be obtained 
by writing direct to Technical Serv- 
30865 Five Mile Road, 
Livonia, Michigan. 


ice, Ine.. 
You can also use the 
Duolite for wall projection. 


—t % ie 
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NEW AUDIO-VISUAL EQUIPMENT 





Recent Equipment Developments for Production and Projection 


Wide, Normal Field Lenses 
Announced by Bell & Howell 

* High speed and focal efficiency 
are starred qualities of two new 
l6mm motion picture camera lenses 
April by Bell & 
Howell Company, Chicago. One lens 
is said to have the widest field of 
view commercially available, the 
other is called one of the fastest in 
the worl? covering a normal field. 
These: 


announced in December complete a 


announced in 


lenses and a telephoto lens 





UF you need a 


trio of high speed units being mar- 
keted by the company. 

Manufactured by Pierre An- 
genieux of St. Heand, France, to 
Bell & Howell specifications, the new 
lenses will be distributed exclusively 
by the Chicago photographic manu- 
facturer. 

The new 10mm f/1.8 lens com- 
bines a wide field of view with un- 
usual speed. Short focal length gives 
added depth of field with close and 


distant objects equally sharp, ac- 





any projet J ever ound” 
== 


IN 15 YEARS ... NO ONE HAS DUPLICATED THE 
MOVIE-MITE ... IN WEIGHT, SIMPLICITY, OR PRICE 


for information write to... 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6, MISSOURI — HA. 1230 








B&H Filmo With New Lenses 


cording to B & H. Corrected for 
aberrational distortion, the £/1.8 
“sees” straight lines straight and 
architectural images in true propor- 
tion, despite its wide angle cover- 
age. 

To the movie-maker interested in 
wide angle shots, this lens is said to 
offer remarkable perspective. In pro- 
fessional cinematography, the detail 
of a wide angle shot, framing an 
entire scene, is as important as the 
closeup of the action itself. In in- 
dustrial plants the new lens can re- 
cord an entire production line with 
a minimum of extra lighting. 

The second new lens, the Bell & 
Howell-Angenieux one-inch f/0.95, 
combines speed with sharp defini- 
tion and contrast. Color corrected, 
its speed virtually eliminates the 
necessity for extra lighting except 
for special effects, the distribtuor 
states. 

These two new lenses and the Bell 
& Howell-Angenieux three-inch £/2.5 
telephoto lens may be mounted on 
the Bell & Howell 70-DL or 200-TA 
Auto Master cameras without physi- 
cal or optical interference of any 
kind, giving a 742 to 1 (75mm to 
10mm) range of focal lengths. & 


ae a * 


Hollywood Film’s New Splicer 
*On display at the recent DAVI 
Convention in Los Angeles was the 
Hollywood Film Company Tape 
Splicer which is suggested for splic- 
ing slidefilms. The new product 
splices 35mm film using a special 
clear tape. This tape apparently is 
thin enough to go through the 
aperture of most slidefilm projec- 
tors without jamming, allowing a 
slidefilm to be repaired without 
cutting out a frame. Hollywood Film 
Company is located at 956 Seward 
Street, Hollywood 28, California. 
& * * 

Dwinell to Viewlex Sales 

* William Dwinell has been ap- 
pointed factory representative in the 
midwest territory for Viewlex, Inc., 
projection equipment manufacturers. 
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Vistarama Wide Scope Lens 
Shown at SMPTE Convention 

* The Vistarama Wide-Scope ana- 
morphic camera lens formed part of 
the display of the $.0.S. Cinema 
Supply Corporation at the 77th 
Semi-Annual SMPTE Convention in 
Chicago in April. The Vistarama 
lens is being offered to short sub- 
ject producers and industrial or 
documentary producers with stand- 
ard l6mm or 35mm professional 
cameras. 

Also on display at the S.O.S. 
booth was the Link “In-an-Outer” 
portable microphone boom and per- 
ambulator. The firm claims this pro- 
vides the missing “link” in sound 
recording procedure — wherever 
mike placements are a_ problem. 
Folding compactly, it is suitable for 
location or cramped quarters. All 
control mechanisms, 
cables are enclosed. 

S.0.S. unveiled its Tel-Anima- 
stand, an animation stand featuring 
the Acme Peg-Bar registration sys- 
tem. Its zoom assembly is made for 
motorized movement, geared to 
range from the 4” to the 12” (width) 
field. The animation table is equip- 
ped with upper and lower, east-west 
sliding peg bar pan movements, 
with a quick reference rule set in 
1/20° increments. 

The stand’s art table takes art 
work up to 18" x 24”. Four Veeder- 
Root counters on the stand are said 
to guarantee both additive and sub- 
tractive accuracy. Other features are 
a shadow board with built-in Matte 
box device and a shadow box and 
light box for backlighting cartoons. 

An accessory to the animation 
stand is Tel-Animaprint, a hot press 
featuring an Acme Peg Bar Table. 
This unit requires no skilled tech- 
nician to operate, S.0.S. points out. 
It uses printer’s type and color foils 
instead of ink. It is a clean, dry, 
and fast process for tv titles, flips 
and copy for commercials which 
must be aired in a short time. Im- 
pressions may be made on acetate 
cells, paper and art boards. An 
alignment gauge permits drop 
shadow effects. Va 


wiring and 


Realist ST-62 Stereo Viewer 
Works on Battery or 110-Volt 
*Salesmen on the lookout for a 
sample-aid their customers can look 
into are being introduced to ST-62, 
a new model stereo-viewer that fea- 
tures quick change cartridges which 
convert from battery to 110-volt 
illumination by button release. The 
ST-62 is manufactured by Realist, 
Inc., makers of the Stereo-Realist 
camera. 

By turning the release button, 
the battery cartridge may be inter- 
changed with a 110-volt cartridge 





without removing the batteries or 
making hook-ups or connections. In 
seconds, the viewer may be set for 
either operation. The 110-volt car- 
tridge has full color temperature 
control which reduces or increases 
brightness for individual pictures. 
Index markings on the control per- 
mit re-setting the light exactly right 
for each particular picture. 

The unit’s eight foot cord may be 
plugged into any AC or DC 110- 
volt outlet. The new design features 
internal focusing at the slide plane, 
a patent of the David White Com- 
pany. Thumb wheel focusing allows 
the user to operate the light button 
on top of the viewer and to focus 
the slide with one hand while view- 
ing. Extra fine adjustment through 
positive cam controlled focusing 
and interlocular mechanism elimi- 
nates gears, drums or pulleys, ac- 
cording to the manufacturer. & 








COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have worked together in producing over 550 color films. If you want 
a complete production or require specialized assistance on any production 
problem, contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC ® 35mm BNC 


BELL & HOWELL 


Standard * Eyemo ® Filmo 


ARRIFLEX 


lémm * 35mm 


WALL 


35mm single system 


Colortran 
Century 
Cable 


Spider Boxes 

Bull Switches 

Strong ARC-Trouper 

10 Amps 110V AC 5000W- 
2000W -750W 

CECO Cone Lites 
(shadowless lite) 

Gator Clip Lites 


Barn Doors 
Diffusers 
Dimmers 
Reflectors 


ECLAIR CAMERETTE 
35mm © 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform ® Western 
3 Wheel Portable 


LIGHTING 


Mole Richardson 
Bardwell McAlister 


WE SHIP VIA AIR, 
RAIL OR TRUCK 


EDITING 


Moviolas ® Rewinders 
Tables * Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps ® Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


FRANK ¢ TUCKER 


GAMERA CQuIPMEnT ©. 


Dept. S-5-19 @ 1600 Broadway @ New York City 


America’s most versatile 
sound slidefilm projector. 
Compare and you'll buy 


Only SOUNDVIEW offers these unex- 
celled features: Removable 8” speaker 
with 25 ft. cable for best placement in 
front of large group audience, Standard 
and long playing records. High quality 
sound. Brilliant picture. Fan forced air 
cooled. Easy operation. Compact, light 





SOUNDVIEW 


in weight. Projector is removable, can 
be used as independent remote push- 
button control projector for 35mm strip- 
film. Automatic operation on either high 
or low frequency systems. 300 watt and 
500 watt models available. Accommo- 
date all 2x 2 slides. — 





AUTOMATIC PROJECTION CORPORATION 
282 Seventh Avenue, New York 1, N.Y 


Please send brochure on complete line of 
SOUNDVIEW andio-visual equipment for 
either automatic or manual sound slidefilm 
operation, also information on 35mm remote 
control pushbutton stripfilm projectors only. 
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__ EASTERN STATES _ 
* CONNECTICUT 


Kockwell Film & Projection 
Service, 182 High St., Hartford 5. 





* MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


°e NEW JERSEY ¢ 
Slidecraft Co., 142 Morris Ave.. 
Mountain Lakes, N. J. 
Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


© NEW YORK e 
Association Films, Inc., 347 
Madison, New York 17. 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford, Immig and Landis, 
Inc., 265 West 14th Street, 
New York 11, New York 


The Jam Handy Organization, 
1775 Broadway, New York. 


Ken Killian Co. Sd. & Vis. Pdts. 
17 New York Ave., Westbury, 
N.Y. 

S. O. S. Cinema Supply Corp., 
002 W. 52nd St., New York 19. 
Training Films, Inc., 150 West 

54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA ¢ 
The Jam Handy Organization, 
Gateway Center, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


¢ WEST VIRGINIA « 
B. S. Simpson, 818 Virginia St.. 
W., Charleston 2, PH 6-6731. 





SOUTHERN STATES 


¢ ALABAMA « 

Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7 
Ala. 





® FLORIDA e 
Norman Laboratories & Studio. 
Arlington Suburb, Jacksonville. 


* GEORGIA e 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 





NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* LOUISIANA * 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI ¢ 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


¢ TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


e VIRGINIA ¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 





MIDWESTERN STATES 


e ILLINOIS ¢ 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 





Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


¢ IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


* OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


e OHIO e 


Academy Film Service Inc., 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave.. Cleveland 14. 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES | 


¢ CALIFORNIA ¢ 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange. 
1600 N. Cahuenga Blvd., Hollv- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower 5t.. 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 





SAN FRANCISCO AREA 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


Westcoast Films, 350 Battery St., 


San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Salex 
Agency, 28 E. Ninth Ave., Den 


ver 3. 


¢ OKLAHOMA « 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


¢ OREGON « 


Moore’s Motion Picture Service. 
33 N. W. 9th Ave., Portland 
9, Oregon. 


¢ TEXAS ¢ 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


° UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


USE THIS DIRECTORY. TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 
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Kornfeld Named Sales Manager 
of Tele Q’s Speech Q Division 

* Joseph Kornfeld has been ap- 
pointed sales manager of the newly 
formed Speech Q Division of Tele 
Q Corporation, New York, accord- 
ing to an announcement by John 
Jacobs, III, president. 

Kornfeld has been with Tele Q 
since 1953, serving as eastern sales 
director for the company’s televi- 
sion cueing equipment. His new du- 
ties will center around introducing 
Speech Q, an aid for public speak- 
ers, and arranging for national dis- 
tribution. He will continue to di- 
rect sales for Tele Q as well. 


To Filmack Offices, N. Y. 

* Don Mack, vice president of Fil- 
mack Studios and Chicago televi- 
sion sales director for the past eight 
years, has been appointed head of 
the tv sales department of Filmack’s 
newly-expanded New York City 
branch at 630 Ninth Ave. 


TV Specialty Names Baughman 

* Television Specialty Company, 
New York, has appointed E. J. 
Baughman Company as its repre- 
sentative in 1] western states. Mr. 
Baughman is well known in the 
broadcasting field on the West 
Coast and will operate out of El 
Monte, California. He will provide 
a much needed personal representa- 
tion for TSC on the West Coast, 
demonstrating the Profitmaker rear 
screen projector, kinescope record- 
ing system, film processing equip- 


ment and other equipment manu- 
factured and distributed by TSC. 





For !6mm. Film — 400’ to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 


Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 
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Production Heview 


Supplemental Listings of Qualified 
U.S. Film Producers and References 


District of Columbia 


AMERICAN FILM SERVICES 

2153 K Street, N.W., Washington, D.C. 

Phone: REpublic 7-1803 

Date of Organization: January, 1946 

Henry V. Hoagland, President 
SERVICES: Producers of 16mm films specializing 
in public relations films for colleges and univer- 
sities for fund raising. Also producers of sport 
films for entertainment and instructional use. Dis- 
tribution outlets through some 25 regional 16mm 
film libraries. FACILITIES: Contract for sound 
and editing with companies specializing in that 
work. 
RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: /t Happens on 13th Street 
(Albright College, Reading, Pa.); Life More 
Abundant (Randolph Macon College, Lynchburg, 
Va.); Wafford Calling (Waftord College, Spartan- 
burg, S.C.); Vanguard (Hamline University, St. 
Paul, Minn.); 4 Community of Learning (Oberlin 
College, Oberlin, Ohio). 





NATIONAL VIDEO PRODUCTIONS, INC. 
105 llth Street, S.E., Washington, D.C. 
Phone: LI 6-8822 
Date of Organization: 1953 
National Video Productions operates Capital 
Film Studios, 105 llth St., S.E.. as a service 
facility for producers. 

Harold A. Keats, President 

F. William Hart, Vice-President 

LuVerne Barry, Director of Photography 
SERVICES: Production facilities and personnel 
for making of any type film from a 20-second TV 
spot to a full length motion picture. 
RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: Staff and facilities for 
Within Man’s Power, produced by Nicholas Web- 
ster; To Live Tomorrow, produced by Mr. Web- 
ster for the Institute of Life Insurance; Secret 
Service documentary starring Broderick Crawford, 
produced by Bill Broidy Productions, Hollywood. 
TELEVISION FILMS: Staff and facilities for The 
Drew Pearson Series, produced by Milton Ham- 
mer; The Washington Spotlight Series, produced 
by Mr. Hammer; The Fulton Lewis Jr., Series, pro- 
duced by Washington Video Productions; The 
Charles Goren Bridge Series, produced by National 
Productions and Robert J. Enders Advertising, 
Inc.; Hand To Heaven series, produced by the 
Hand to Heaven Evangelical Association. 
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SAM ORLEANS PRODUCTIONS 
=—EX PERIENCE SINCE 1914— 


211 w. cumberland 
4 


Pg knoxville, tenn 


" 116 nw. 2nd street 


, 


oklahoma city, okia 
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DESILU PRODUCTIONS, INC. 
846 No. Cahuenga, Hollywood, California 
Phone: HO 9-5981 
Date of Organization: April, 1950 


Desi Arnaz, President 

Martin Leeds, Exec. Vice-President 

Edwin Holly, Treasurer 

Argyle Nelson, Vice-President in Charge of 
Production 

Richard Mulford, Manager, Com’l Div. 


SERVICES: Complete production of motion pic- 
tures for all uses. FACILITIES: Studios, 35mm 
photography, sound recording, editing, opticals, 
projection rooms. 


RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: I Love Lucy (Biow Co.); 
Our Miss Brooks (Young & Rubicam); December 
Bride (Benton & Bowles); Willy (Dancer, Fitz- 
gerald Sample); Line-Up (Grant-Sullivan, Stauffer, 
Colwell & Bayles); Ray Bolger Show (Lennen & 
Newell). 





NORMAN WRIGHT PRODUCTIONS, INC. 
8414 Melrose Avenue, Hollywood 46, California 
Phone: WEbster 3-9165 
Date of Organization: 1948 


Norman Wright, President 

C. M. Wright, Secretary-Treasure? 

William Perez, Director Animation 

Kenneth Homer, Production Manage? 

Gilbert Wright, Writer-Directon 

Ralph Hart, Editorial Department 

Howard Severe, Office Manage? 

Errol Grey, Writer-Director 
RECENT PRODUCTIONS AND SPONSORS 
MOTION PICTURES: The Little Indian (Arrow- 
head and Puritas Water); The Halliburton Story 
(Halliburton Oil Well Cementing Co.); The Sky’s 
the Limit (Unistrut Products Company); Power 
Pays Off (Byron Jackson Company); Story of a 
Great Discovery (Home Products International); 
Cylinder Head Overhaul and Motor Tune-up and 
Engine Overhaul (Continental Motors and Dia- 
mond T Trucks). 





* Copies of the complete 162-page 5th Annual 
Production Review Issue of Business SCREEN for 
1955 are available from publication headquarters 
at 7064 Sheridan Road, Chicago 26, Illinois. While 
copies last, only $2.00 each. Sent postpaid if check 
accompanies order. 








FILM ON TELEVISION 


How can your organization best use film on 
television? You can learn in a hurry by tak- 
ing the intensive short course in practical 
local film production and applications offered 
cooperatively by Television Station WT V J 
and the University of Miami. 


UNIVERSITY OF MIAMI — WTVJ 
TV & FILM INSTITUTE 
3 weeks — July 11-31 ——— 
Two sections running simultaneously: Live 
Production Section and Film Production 
Section. 


Enrollment limited. For description and 
application form, write to 


RADIO-TV-FILM DEPARTMENT 
UNIVERSITY OF MIAMI 
CORAL GABLES, FLA. 
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PETER A. BUTZEN 








SERVING THE ART 
AND 
ANIMATION NEEDS 
OF 
MOTION PICTURE 
PRODUCERS 
EXCLUSIVELY 


159 
EAST CHICAGO AVE. 
CHICAGO 11, ILL. 


SUperior 7-8657 














WORLD FAMOUS 













synchronous 


magnetic film 





recorder for 
motion pictures 


and television. 









STANCIL- HOFFMAN ong 
or 
921 N. Highland Hollywood 38, Calif. particulars 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 











“IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYFMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA «+ N. HOLLYWOOD, CAL. 
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Nearly 500 were served at Ninth Annual Workshop banquet. 


Calvin Holds the Sth Workshop 


r HE NINTH ANNUAL Motion 

Picture Production Workshop, 
sponsored each year by The Calvin 
Company, concluded its three event- 
ful days on March 23 but the 
memory lingers on. Approximately 
425 took part in the screening ses- 
sions, heard the talks and _ partici- 
pated in the discussions, represent- 
ing a cross-section of all kinds of 
factual film users from 37 states, the 
District of Columbia and three Ca- 
nadian Provinces. 

Workshop guests at Kansas City 
this year represented 27 colleges 
and universities, 68 business firms, 
27 professional producers (not in- 
cluding television, twelve TV sta- 
tions, centers and producers. There 
were also people from eight national 
church 
four motion picture labs, ten medi- 


associations, nine groups, 
cal institutions, nine state conserva- 
tion commissions, 17 city, state and 
other public institutions, seven audi- 
visual Federal 
services. 


dealers, and nine 

U.S. Government departments in- 
cluded men from Agriculture, Air 
Force, Corps of Engineers, Fish and 
Wildlife Service, Forest Service, In- 
formation 


Navy. 


Administration, 





Above: Tom Hope (right) formerly of 
General Mills and now with East- 
man Kodak enjoys Workshop reunion 
with former associate Mike Hosp of 
Genera! Mills’ audio-visual section. 


Public Health and the Signal Corps. 
All in all, it was a pretty complete 
pattern of the non-theatrical film 
and its principal types of users to- 
day! 

Highlights of the program in- 
cluded such subjects as “The Mis- 
torical Development of Motion Pic- 
ture Techniques” by James Card, 
of George Eastman House; a panel 
discussion on “Pricing and Selling 


Motion Pictures” and an afternoon 


session on “Films Produced in 
Canada.” As usual, guests found 
many practical working sessions 


especially useful. 
This was the ninth successive year 
in which Calvin’s staff and sound 





Guests form the registration line for 
the Workshop opening. 


stage facilities have been devoted to 
these programs. A great deal of pre- 
liminary planning, production and 
other efforts are undertaken on be- 
half of the Company's guests. Since 
the first 125 gathered in 1947, at- 
tendance has grown to its present 
size, climaxed by the 1955 annual 
banquet at which nearly 500 were 
The behind the 
gram, fast becoming an expert on 
such matters, is Neal Keehn, vice- 
president in 


served, man pro- 


charge of services. 
Workshop guests would certainly 


agree he’s earned that title. Ly 














SPRING BRINGS AUDIO-VISUAL MEETING TIME 


Visuals for Navy PR Officers 


gig RESERVISTS from all 
over the U.S. gathered at Glen- 
view, Illinois in mid-April to attend 
the Navy’s Annual Public Relations 
Seminar. Host for this year’s pro- 
gram was Rear Admiral Dan Gal- 
lery, Chief of Navy Air Reserve 
Training at the Glenview base and 
audio-visual media played a promi- 
nent part in the proceedings. 


zes every means of communication 
—from the spoken and written 
word — and through his specialized 
training and judgment grasps those 
tools and media which are most ef- 
fective in meeting the specific prob- 
lem before him.” 

From a film clip of an atomic 


blast in sound motion pictures, 
through live meeting, bulletin 





Demonstrating visuals for Navy public relations use: left above, looking at 
CPE-designed cabinet film projector are (I to r) O. H. Coelln, Don P. Smith, 
Lt. Comdr. George and Lt. Comdr. Don DeLone, PR director for Port of San 
Francisco. Right, at top: Ray Helser of Florez demonstrates flannel board 
technique. Bottom left: Howard Turner showed DuKane sound slidefilm equip- 
ment and operating technique. Bottom right: Allan Finstad, educational direc- 
tor, Charles Beseler Co., demonstrates Vu-Graph for overhead projection. 


\ presentation “Visuals in Public 
Relations” by Lt. Comdr. Douglas 
George, USNR, was the highlight of 
the April 19 program and included 
every phase of audio and visual 
media from motion pictures to flan- 
nel boards. The scope of Mr. 
George's thoroughly visualized talk 
was evident in his opening remarks: 

“The enterprising PR man utili- 


Below: Don P. Smith of Commercial 
Picture Equipment shows Pan-Screen. 





boards, Vu-Graph slides, sound 
slidefilms and Pan-Screen presenta- 
tions, Mr. George enlisted the aid of 
several experts to demonstrate the 
various media at the disposal of 
public relations people. Cautioning 
his audience to make proper use of 
these tools, he said: 


“There is always danger of be- 
coming so absorbed in the clever- 
ness of the visual that the target for 
which it is prepared is missed. . . . 
The emphasis is too often that of 
getting the visual TO the person and 
too little in getting THROUGH.” 

Participants in the A-V program 
included Allan Finstad, Charles 
Beseler Co.; Ray Helser, Florez, 
Inc.; Howard Turner, DuKane 
Corp.; Don Smith, Commercial Pic- 
ture Equipment Co.; C. P. Richter; 
and O. H. Coelln, Jr., editor and 
publisher of Business Screen. & 
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NOW YOU CAN RECORD 
DIRECT TO YOUR PRINT! 


for High Quality REPRODUCTION 


SCOTCH TRACK , 
«Magnetic Ao) laminate? 


High Quality Reproduction— a Se 7 ; 
ie a i dana bg opie. rege §=(“CAPITAL'S NEWEST ADDITION 
H if lity—The i k i if 
ow caning P adibion, ieee a ihdia—ealesiinihan controlled ! TO ITS LONG LIST 

OF QUALITY SERVICES 
Gives you a choice — 


FOR THE CREATIVE PRODUCER 
16mm or 8mm striping 


30, 50, or 100 mil track width * 
placement on the base or emulsion side of the film. 















It’s different! — A non-liquid process, coated by Minnesota Mining, lami- 
nated by Capital to your film absolutely flat and smooth. 


No crowning, no spreading, no crinkling or cracking. 


Scotch Track Brand 
Magnetic Laminate and 


the accompanying proc 


s are the registered 


Fast, Dependable Delivery in Days— Not Weeks! a ee ae 
Write or Call Today for Details 


pany 







APITAL ‘! 


1905 Fairview Ave., N.E., Washington 2, D.C. @ Telephone Lawrence 6-4634 


FILM LABORATORIES, INC. 


Formerly McGeary-Smith Laboratories, Incorporated 





Editing @ Processing ® Printing ®@ RCA Sound Recording @ CapitaiFiim Studios 





h the Side of a Live Cow... 


Through a plastic window set in the side of a living, healthy animal, a 
special camera miraculously records the digestive events of ““The Rumen 
Story.” 


Audiences viewing this remarkable color motion picture actually see 
how multi-stomached animals convert feed and roughage into meat, 
milk and wool. They watch certain digestive processes take place inside 
the stomachs of the animal. 


Produced for the Ralston Purina Company by The Jam Handy Organiza- 
tion, “The Rumen Story” illustrates for catthemen, dairymen and shee 
raisers some of the complex new discoveries of science in the field of 
feeding ruminants. 


To clear up any scientific or technical subject, call on The Jam Handy 
Organization to show what’s what with motion pictures to the purpose. 








Je JAM HANDY Oyangation 


—To Visualize the Invisible 





